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ere they are 


the new Crescent Tool 


‘window reminders 
for spring 


ERE are the sort of window cards 
H you always look for—and so seldom 
find. Used along with the Crescent 
counter display boards and a few ordinary 
window trim accessories they form the basis 
for an attractive Crescent Tool window. 
Yet they are just the right size, shape and 
style to fit in with general displays and fill 
their modest space effectively. The two 
upright cards have a novel “two-in-one” 
quick-change. feature that makes them 
doubly convenient. Get the set, without 
charge, from your jobber or from us. 


CRESCENT TOOL Co. 
204 Harrison St. Jamestown, N.Y, 
Originators of the Crescent Wrench 








Published Weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. S. A. 


Entered as second class matter May 22, 


Advertising Index, Page 130 


1913, at the Post Office, at New York, under the Act of March 3, 1879 


Editorial Index, Page 53 








a 


The 


No poust you know her, the woman famed 
for her entertaining. Though she is not 
wealthy, her dinners and luncheons and 
teas are invariably correct. Though she 
has but one servant, the serving of her 
meals is gracious and unruffled. Course 
after course they never fail to delight. You 
have sought in vain her secret as a hostess. 
The food is good, ves; but not unusual 
enough to make the difference. She, her- 
self, is exceedingly pleasant, but not a 
flashing wit. What is it, then? 

The very thing you overlooked, no 
doubt, holds the secret of her success —the 
charm and ampleness of her table appoint- 
ments. Now you stop to think of it, 
doesn’t the twinkling beauty of her silver- 
ware pervade the atmosphere of the meal? 
Doesn't the fact that she has knives and 





HARDWARE AGE 


ord “guests never makes her fearful 


forks and spoons enough to serve each 
course of her meals properly make eating 
at her house, somehow, an occasion? 
This successful hostess learned long since 
how easy and inexpensive it is in 1847 
Rogers Bros. Silverplate to provide all the 
silverware she needs—every day and for 
entertaining. She found in this enduring 
silverplate every kind of piece you admire 
so much on her table—salad forks, bouillon 
spoons, coffee spoons, serving pieces. She 
can always add to her silver service con- 
veniently, because leading dealers have in 
stock the newer 1847 Rogers Bros. patterns. 
Booklet ““H.A"., Etiquette, Entertaining and 
Good Sense, is full of suggestions for success- 
ful entertaining. It is free. Write for your 
copy today. INTERNATIONAL SILVER Co., 


Dept. E, Meriden, Conn. 
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An entirely new piece appropriate for 
‘ cereals and puddings. 








1847 ROGERS BROS. === 


Canada: 





Si LV.ER? LAT & 








Salesrooms: International Silver Company 
New York of Canada, Limited 
Chicago Hamilton, Ontario 






San Francisco 








Display 1847 Rogers Bros. Silverplate in your windows and in your store so as to get all the benefit from the effect of the 
above advertisement in the May 2nd issue of the Saturday Evening Post. 
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Here are two thorough-going tools of 
real outstanding merit. Made for the 
craftsman that buys the best! 


V & B Vanadium hammers are made 
from special V & B formula vanadium 
steel, and handled with the finest hand- 
shaved, second growth white hickory. 
Octagon necked, and round faced— 
with a special non-slip claw that firmly 
grips either a brad or a spike. 


V & B Unbreakable Planes are drop 
forged—not cast—from a solid bar of 
V & B super-steel. They stand the 
falls that would break an ordinary 
plane. Furnished with all vanadium 
steel blades and walnut handles, in the 
popular sizes you will want. 


Two tools that will give you additional 
sales at a nice profit! 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


(nMakers of Fine Toots 
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jong USABe cell tubes OF . are alt 
for radio ary Columbia 
st , at rack 
ma 
ob. stores . 
aware eenpahnesto ap 2 EVEREADY Columbias are carried by reliable 
dealers and garees nitor at? extr dealers within easy reach of every user. These 
eae ts on the ae eng guaranteed OF energetic handy packages of electricity give won- 
pane! 2 2 BON COMPA derful service at small cost. Supreme for ringing 
Lt cA Sd doorbells, supplying ignition, running radio sets 








and many other electrical tasks. Sold everywhere, 
at radio, electrical and hardware shops, general 
stores, marine supply dealers and garages. Fahne- 
stock spring clip binding posts on the Ignitor at 
mo extra cost to you. : 
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Manutactured and guaranteed by 
NATIONAL CARBON COMPANY. I'xc. 
ew York San Francisco 


















Localizing the Eveready Columbia advertising 


supplements our powerful national 
advertising in magazines and other 
publications. This campaign, shouting 
“Buy Eveready Columbias!” focuses 
on you the natural demand of the 
season. Your sales should reflect these 
combihed forces. We suggest you look 
over your stock and order a supply 
from your jobber. 


BOLD, striking advertisements are 
being used in 455 newspapers in all 
parts of the country during the month 
of April. Four insertions, one each 
week, bring the Eveready Columbia 
message of better batteries to your 
locality during the spring month 
when dry batteries are being replaced. 
This intensive newspaper advertising 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY. Inc., New York, San Francisco 
Chicago Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they last longer 


Atlanta 
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Is Your Stock — 
. of Files _ 


Nort if you only carry 


one or two of the best 
known. brands. 















Many skilled workmen have a 

~ decided preference for Kearney 
& Foot Files. If you will not 
supply them, your competitors 
get this business. 


K & F are splendid files. They 
build good will---and SELL! 









Kearney & Foot 


Paterson, N. J. 


Owned and operated by 
NICHOLSON FILE CO. 
PROVIDENCE, R. I. 


TRADE MARK 





Kearney & Foot Files" 
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Get Ready 
AGAIN! 


TRIMO’S second full page advertisement in the Saturday 
Evening Post will appear in the May 9th issue, out on the 
newsstands, May 7th. Get ready—NOW. Place an order 
with your jobber for a full range of sizes—immediately. Be 
sure to include the 10’’ WOOD handle (household) size packed 
in individual cartons. Make TRIMO window displays from 
May 7th to May 16th. Hardware dealers-all over the country 
who co-operated in this way when the first TRIMO full page 
“POST” advertisement came out February 14th—reported big 
sales. 














It’s up to you to get the full benefit of the second big 
event in our national advertising. Prepare NOW. 


Trimont Mfg. Co., Roxbury, Mass. 


America’s Leading Wrench Makers for nearly 40 years 








Where TRIMO’S National TRIMO PIPE VISES 


Advertising Is Running It will pay you to stock the FIVE 
sizes of these fast selling Vises. They 
The Saturday Evening Post The Country Gentleman combine all features that appeal strongly 
Farm Journal Successful Farming . 
Popular Science Monthly Plumber’s Trade Journal to plumbers and mechanics. The name 
a es OS “TRIMO” inspires confidence in con- 
Oil and Gas Journal Oil — sumers. Ask your jobber about TRIMO 
vs gum Petroleum Register PIPE VISES. They’re being widely 






Total Circulation 5,500,000 advertised. 
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THE SATURDAY EVENING POST May 9, 1925 
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| More householders, more mechan- (1) The INSERT jaw in she handle, renew- 
: i eer - able when worn, enables you to extend 
ics, MOre farmers and more indus- the life of your TRIMO almost indefi- : 
tries use Trimo Pipe Wrenches nitely. In the matter of final economy 
than any similar tool. Trimo is TRIBCD has shsolugety no equal. 7 
nearing its 40th year of undisputed TRIMO’S rugged steel frame will not break i 
ad : d T; : a] th — its strength guarantees safety. The sharp, 3 
eaders ip an ime Is sure y t e deep-milled teeth of the jaws have a 
most exacting tester ot quality. Still brutal grip, yet this wrench releases read- 
: made by the original makers and ily and will not lock on the pipe. i 
ate RE RRS NUT GUARDS- special TRIMO feature— 
preferred by the vast majority for (3) keep this wrench in perfect adjustment. 
these vital reasons: An ideal tool for close-quarter work. 
Sold at all Hardware, Plumbing and Mill Supply Stores. Insist on TRIMO— accept no other 
TRIMONT MFG. CO., ROXBURY, MASS. 
10-inch WOOD handle a a 
size for household use. STEEL handles in eight sizes: 6, 8, 4 
— “oe 6,8 10, 14, 18, 24, 36 and 48 inches. ) 
| 
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Machine Screws 
tove Bolts 
Tire bolts 
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American Screw Co. 


PROVIDENCE , R.1. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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“Once they 
Pick up a 


They’re 
Sold”’ 





“When a man asks for a hammer, 
I just put a Maydole in his hand. 
“If he’s an experienced hammer 
user, he just looks for the ‘D. May- 
dole’ stamped on the head. If not, 
he swings it once or twice, grins and 
says, ‘All right, I’ll take this one.’ The ‘hang’ 
of a Maydole always suits ’em. 

“I’ve found it pays to sell hammers with the 
Maydole eighty year reputation back of them. 
It helps to convince customers that I sell the 
finest tools, and that’s important because most 
men judge the quality of your goods by the 
quality of the tools you sell.” 

You, too, can make the most of hammer sales 
by pushing the hammer that three generations 
have learned to appreciate—the Maydole 
Hammer. 

Write for Catalog 23 “C.” 


The David Maydole Hammer Co. 


New York 


Norwich 
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Maydole Hammers have a per- 
fect “hang” that is the result of . 
years of painstaking develop- 
ment. Heads are press-forged 
of selected steel, tempered sep- 
arately at each end for the 
particular work it has to per- 
form. There is just enough 
crown to the face. Handles are 
of clear, second-growth hickory, 
air-dried for years. 
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BIRD -DIRT AND 
VERMIN PROOF 







END 
BRACKET 
RIGHT OR 

LEFT 


INTER- 
MEDIATE 
BRACKET 











MYERS NEW WAY GIANT 
TUBULAR GIRDER TRACK |& 
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DOOR HANGERS 


WITH OR WITHOUT 
MYERS TRACK COVER 
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PUMPS [08 SXt= PURDOSE 
Y & DOOR HANGE 





Smooth gliding—light operating— 
weather resisting—long lasting —sturdy 
hangers, neat of design, attractively fin- 
ished and adapted for sliding doors on 
barns, garages, sheds, warehouses and 
other buildings. 

Adjustable, flexible, turned steel rollers, 
steel roller bearings, steel axles, steel frame, 
steel hasp, make MYERS NEW-WAY 
GIANT TANDEM ADJUSTABLE 
HANGERS exceptionally desirable from 
a service as well as a sales standpoint. 

A single size only, operates in Myers 
New-Way Tubular Girder Steel Track 
—the track with the peculiar shape which 
prevents dust, dirt and moisture accumu- 
lation—and meets present day require- 
ments perfectly. 

An unusual hanger —a leader with 
numerous dealers—a favorite with car- 
penters, contractors and builders— your 
customers will appreciate its exceptional 
qualities—you will like its sales produc- 
ing features. 

Write us for catalog and information 
about this and the other styles of Myers 
Stayon and Tubular Door Hangers and 
Track for sliding doors on any building. 


THe FLE.MYERS & BRO.Co. 


ASHLAND, OHIO. 


Manufacturers for over Fift veers. of MYERS HONOR-BILT PUMPS for Every Purpose 
and GRA N UNLOADING TOOLS - BARN. FACTORY and 


RAGE DOOR HANGERS: STORE LADDERS. E 
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“WICKWIRE” FENCING AND NETTINGS 
7 (ALL GALVANIZED) 


Enable you to supply your trade with a fencing or 
netting that is Durable, Rustproof and Attractive 











W. W. POULTRY FENCE 
The New Form of Mesh 


7 ILL hang straight and tight from post to post. Requires no rail at top or bottom. Will not stretch 
out longer at the expense of width as is generally the case with the ordinary forms of mesh. 
W. W. Poultry Fence is made full width and always remains so. The horizontal wires where the strain 
comes are a full size heavier than the cross wires. The truss formation takes care of the contraction and 
expansion problem. 
WICKWIRE GRADUATED POULTRY FENCE 
Combines both Large and Small Fences All in One 
H’*s eight spaces of one and one-eighth inch mesh at the bottom, graduating —— one and one- 
half, two and one-quarter to three and three-quarters inch mesh at the top. Acts both as a barrier 
against the straying away of the poultry and ul as well as a protection to them against prowling 
animals. Woven and galvanized on the same principle as W. W. Poultry Fence with no ends of wire 
to rust nor sharp bends to crack the galvanizing. 


HEX NETTINGS 
The Perfect Formed Mesh 


IN the manufacture of Hexagon Mesh Poultry Netting we have a very large capacity, and with the 
most modern equipment in machinery and apparatus for putting the goods up, we have succeeded 


in placing upon the market a Netting of the highest grade. 


D WICKWIRE BROTHERS, CORTLAND, NEW YORK 
7 af. 
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The Tie-Out Chain Market 
is Increasing 


One hardware dealer thought the changed conditions of 
modern farming had cut his Tie-Out market. He forgot that 
the growing demand for milk and cream has necessitated the 
raising of more cows. 


Modern farming with intensified cultivation, smaller farms 
and greater efficiency has actually increased the market for 
Tie-Out Chains. Farmers and dairymen are finding it more 
profitable to save fence money and still get the value out of 
small pasture plots by using Tie-Out Chains. 


Hodell Tie-Out Chains are made of the best materials, 
with malleable snaps and rings and have a serviceable swivel 





every 10 feet. Furnished in 20 and 30 ft. lengths. Your 
jobber carries them. 
Sell More Chain—It’s Profitable. 
—— ‘fald CAL 2PQQVVUETS SO Chastend, 
10 


6) 0 


=> 
Lj 


“My. 


April 23, 1925 


\ A HODELL CHAIN 
| FOR EVERY PURPOSE 
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‘PORCH SWING CHAINS — 
Yand Straight Chain Types 


f 
in 74% and 8 ft. lengths. 
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COW TIES 
Bulldog and Samson Ohio 
Patterns Bright finish. 
Sizes 0 to 5/0. 
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GARAGE REPAIRS 
Hodell chain is best for 
repairs about garage and 

ome. 
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HALTER CHAINS 
Hodell, Bulldog, and Sam- 
son patterns in 44 and 6 

ft. lengths. 
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COIL CHAINS 
Standard sizes sold in 
cartons, reels or in ‘Stop 

Waste Kegs.”’ 
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HARDWARE COMPANY 









HACK S 
FRAMES 


AS FAMOUS 
AS OUR 


SKATES 
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Reduced in Price 
More Popular Than Ever 


The Same Old Reliable Frame 





A New Frame at a Popular Price 
It Is No. 50 Plus the Saw Handle 





HARDWARE COMPAN 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 


Established 1854 Incorporated 1864 
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And Now- 
|! The DEVOE 


HOME IMPROVEMENT 
PLAN 


The Plan of All Plans for Financing Painting 
Contracts on the Monthly Installment Basis! 


Think what it would mean to you to tie up to the 
Devoe Home Improvement Plan, the financing of 
which is 25% less expensive to the property owner 
than any similar plan known to us in the paint 


industry today. Write us for details. 
Devoe & Raynolds Co., Inc., 101 Fulton Street, New York 
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PAINT WITH DEVOE 
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Enamels 


ot fed 


“T knew I could 
paint it myself!’ 
Andsocanyou! Just brush Effecto 

Auto Enamel on your old car as best 

you can and let it dry a day or two. 

Your car will shine with a glowing, 

lustrous finish that will last longer 

than the paint on most new ~:~ 


Effecto is the original autor 


enamel — not a paint, wax or | AA aa 


—creamy, smooth, free-flo 


self-levelingandquickdrying. Lov 
Pra 


Seat Dressing. Sold by paint « Trop 


in eight snappy enamel colors, | 
ishing (clear varnish) and Tog 


hardware dealers everywhere. 


Effecto is no experiment; it h 5t 2» 


been tried: and not found wanting 


by several million delighted automo Wehs 
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These two single col- 
umn advertisements 
are from a series ap- 
pearing this Spring in 
The Saturday Evening 
Post, American Maga- 
zine, Country Gentle- 
man and MacLean’s 


(Canada). 
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bile owners during the ten years ii t \Ss\n 


has been on the market. 
Free Quarter Pint Can of Black Effecto Enamel 


Send a dime to cover packing and mailing cost and we 
will send you a quarter pint of Black Effecto Enamel 
which you can try out on a fender or wheel. 


Free Effecto Color Card and Names of Local 
Dealers Sent on Request 


If you wish a professional finishing job, your auto- 
mobile painter can secure the very best results with one 
of the several Pratt & Lambert automobile finishes. 


Pratt & LAMBERT-INC. 
114 Tonawanda St., Buffalo, N. Y. 
In Canada, 20 Courtwright Street 
Bridgeburg, Ontario 


PRATT & LAMBERT 
VARNISH PRODUCTS 


Save the surface 
you save all" Barylarm 
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Enamels 




























.. 
Never learned it 
in college; but — 


She knew a thing or two when 
she decided the o:d car couldn’ t go 
through another summer “‘looking 
that way.’’ More a man’s work 
an a girl’s, but a lot of ’em are 
oing some mighty nice jobs with one 
rtwocoats of Effecto Auto Enamel. 


Effecto is the original automobile 
zmel—— not a paint, wax or polish. 
dries in twenty-four hours, with- 
runs, laps or brush marks, leaving 
ugh lustrous finish. 


Id in eight live enamel colors, 
Se shing (clear varnish) and Top 
& Seat Dressing, by paint and hard- 
ware dealers everywhere. 

Free Quarter Pint Can Black Effecto Enamel 


Send a dime to cover packing and mailing cost and we 
will send you a quarter pint of Black Effecto Ename! 
which you can try out on a fender or wheel, 


Free Effecto Color Card and Names of 
Local Dealers Sent on Request 


If you wish a professional finishing job, your autu- 
mobile painter can secure the very best results with one 
of the several Pratt & Lambert automobile finishes. 


Pratr & LamBert-INc. 
114 ‘Tonawanda St., Buffalo, N. Y. 
In Canada, 20 Courtwright Street 
Bridgeburg, Ontario 


PRATT G LAMBERT 
VARNISH PRODUCTS 
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FOR SIXTY YEARS MURPHY’S HAS BEEN THE VARNISH THAT GOES 
ON THE FINER CARRIAGES AND CARS ... THAT GIVES ITS DEEP, 
SOFT BRILLIANCE TO A PIANO. ..THAT PRESERVES FOR GEN- 
ERATIONS THE ELEGANCE OF COSTLY HOME INTERIORS... 
THOSE WHO KNOW MOST ABOUT VARNISH HAVE PASSED ALONG 


THE TRADITION OF MURPHY QUALITY 
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SON a wi ; 
Illustrations from Our 1925 National Advertising Campaign 


Appealing to Mr. Average American 


Put them both together and you have 





NEWARK, N. J. 


—a gentleman who “sees no 
sense in buying a new car every 
ten seconds.” 


You know this and we know this: 
The average American citizen, some 
tens of millions of him, is a. pretty 
capable individual, a real “jack-of-all- 
trades.” 


He can use a hammer and saw, make 
most of the repairs around the house 
and most of those on his car. 


When it comes to touching up floors, 
chairs and various odds and 
ends around the house, his 


second. 


CHICAGO, ILL. 


surface and 
wife runs him a pretty good Says gave al 3 


opportunity . . . and profit. 


We both want their business. So let’s 
work together. 


Consistent national advertising to 
these amateur painters is making them 
familiar with the Murphy Finishes 
which serve their purposes best. 


Da-cote Enamel 


Da-cote Univernish Stains 


If you will write us, we shall be glad to 
explain our methods of aid- 
ing you. There is no obli- 
gation, that is understood. 


a 


Murphy Varnish Company 


SAN FRANCISCO, CALIF. 


MONTREAL, CANADA 
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Valspar Advertising HEERP AE 
is Local Advertising 
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These are your ads! 


When a salesman comes into your store and tells you 
about the national advertising his company is doing, just 


\\ Ze ask him one question—“‘How much of this advertising is 
: LZ read by my customers, my prospects?” 
< ZY You are not interested in the advertising going into other 


communities. But you are interested in the number of ads 
¥y Lp read by your neighbors and customers. 

: The next time the Valspar salesman comes around, ask 
= him that question, ask him to tell you how many Valspar 
—= full-page color advertisements are read by your neighbors. 

ti He can give you the exact figures, and you'll be surprised 
at the great number. : | 

This Valspar advertising is local. It belongs to you. It 
is read by people in your community and is building busi- 
ness for you. 

And you can count on one fact—Valspar advertising 
will keep on selling Valspar for you. Valentine & Com- 
pany does not advertise by fits and starts. They advertise 
all the year round, year in and year out. That’s worth a 
lot of money to you. It means more rapid turnover of your 
stock and bigger profits. 


Simplify your stock with Valspar and Valspar in Colors 









VALENTINE’S VALENTINE & COMPANY 


SPAR New York Chicago Boston 


VALENTINE & COMPANY 
Established 1832 





Largest manufacturers of Toronto London Paris 
high-grade varnishes Amsterdam 
in the world The Varnish That Won't Turn White W. P. Fuller & Co., Pacific Coast_ 
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When, more than 400 years ago, Michel- 
angelo lay on his back frescoing the ceil- 
ing of the Chapel of the Sistine Ma- 
donna at Rome, the paint kept dropping 
into his eyes, with the result that he 
nearly went blind. Compared with such 
an experience, what a boon is MU- 
RESCO for the master painter of to- 
day, or even for the inexperienced hand! 
MURESCO is a dry powder, easily prepared by 


mixing with boiling water. It covers perfectly 
with one coat and washes off readily. 


The range of selection includes 18 colors and 
tints. MURESCO may be directly applied, or 


Ciuc 


known about M URESCO 


Hiz would not have endangered his eyesight! 





stenciled, stippled or applied with the Vari-Tone 
Spring Roller with resulting effects in color and 
pattern that seem almost endless in their variety. 
The use of this material insures a soft, smooth, 
velvet-like finishh MURESCO does not show 
laps or brush-marks ; does not peel, crack or rub 
off. 

MURESCO never varies in quality. Everybody 
in your locality, who is interested in making their 
walls ‘and ceilings Jastingly and economically 
beautiful, is a logical prospect for MURESCO. 


To think of MURESCO is to think of MOORE. 
To think of MOORE is to realize a comprehen- 
sive line of paints and varnishes, all of outstand- 
ing quality at prices that please the customer and 


profit you. 


Write for full information regarding the entire Moore line, also about beautiful window 
displays, counter panels and other sales and advertising helps that will aid in creating and 
sustaining the demand for our products in your store. 


Benjamin Moore & Co. 





Paints, Varnishes and Muresco 





NEW YORK ST.LOUIS 
CHICAGO CARTERET 
CLEVELAND TORONTO 
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ONE GALLON U.S. MEASURE 
OUTS WHITE 
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“Standards of Comparison” 


The Martin-Senour Company for nearly halfacentury [| awe 
“(4 has consistently applied and upheld the true principle of f pp. 002 ceeam 
., Saees, 8 4 honest paint manufacture, : le scale 
Monarch 100% Pure Paint has always represented 
through comparison the very ‘‘peak of excellence” in 
paint manufacture. 
Every Martin-Senour Paint specialty is a true ‘“‘Stand- 
ard of Comparison”’ in every respect. 
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If you are headquarters for MARTIN’S 100% PURE VARNISH you are MARTIN YARNISH(0 


giving a unique and constructive Varnish service— you are making satisfied 
customers—thereby increasing your profits, and building permanent good Prewsens oF 1007. Punt VARNISHES 


will. Note the 100% Pure Formula on the side of each can. CHICAGO 
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ORLANDO. FLORIDA 


THE SIGN 
ofr paint quawvityY 


Ingrams 
Me Nepte>s 
pati sourgn Plate 
Atlanta» Gae 


Glass COs» 


4rte- 
e just 


factory 
way it 


Dear ° 
As you know av 
ne 
you on » 
absolutely O- 
keg aamaged OF i1eakinge 


our pusiness is 


and it 
to pull ys @ 
ery attractive 


teams. 
so ay 


sg very truly s 
WALL PAPER © 


Oe 


your 


+ 
ORLANDO PAINT & 


“ 
es al 
viol eine 
A i a ’ 
atin abe ow. 
tdi nee 


no 


DITTSBURGH 


Paint and 
Varnish F; 
actories 
Milwauke 
e,Wis., Newark 
, ,N.J., Portland 
: , Ore. 
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How one 


BIG Dealer has grown 
BIGGER selling the Beny line exclusively 














Detroit, Mich. 


HARDWARE AGE 


April 23, 1925 





Quality counts. Berry Brothers’ varnishes, enamels and 
stains make the cash register ring like an alarm clock. The 
only come back you have isfor more. Here’sacase in point— 


The Knight & Wall Company at 
Tampa, Florida, stocked the com- 
plete Berry line and began selling 
it exclusively in 1923. 


During the first year the com- 
pany’s turnover increased 400 
per cent! 


In 1924 it did the largest business 
in its history—which is saying a 
lot when a firm sells more varnish 


and enamel than any competitor 
south of the Masonand Dixon line. 


Knight and Wall now orders 
Berry Brothers’ products in car- 
load lots. 


Here’s a big firm—one of the most 
progressive in America—that’s 
growing bigger selling the Berry 
line exclusively. 


What other live firms can do— 
you can do. 


Time is Money—uwire for a Berry 
salesman—let’s make 1925 a hummer! 








RERRY BROTHERS 


Varnishes Enamels 
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Stains 


Walkerville, Ont. 
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’ Resistance 


Your capital is tied up in many different articles that must be 
sold. 





You must get a turnover before you can have a profit. 
Your objective is turnover. 


Your problem is sales resistance, the elimination of which insures 
turnover. 

With many different articles to sell, there is no room for 
the items that turn slowly. 


The public’s acceptance of LUCAS TINTED GLOSS 
PAINT as the standard coating for exterior surfaces is 
extremely important to you. Every property owner wants 
the assurance of value which its five definite quality 
standards provide. 


If there is no Lucas agent in your community today, it 
will pay you to write for information. Address Dept. D-4. 
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The Instaliment Payment Plan for home owners will double your 
business. Ask us to tell you how. Address Dept. D-4 


“The 3rd LUCAS Standard.” Write 


today for this i tant d | 
oday for this important document and John Lucas & Co..inc. 


Paint and Varnish Makers Since 1849 


PHILADELPHIA 
NEW YORK PITTSBURGH CHICAGO BOSTON 
ASHEVILLE FRESNO OAKLAND 
ATLANTA HOUSTON LOS ANGELES 
| DENVER JACKSONVILLE MEMPHIS 
SAVANNAH 
aG Sy 











Tinted Paint 
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124 Market Street, 





TWO IMPORTANT FACTS 


HESE have been clearly established in recent ex- 

, k haustive tests by the Educational Bureau, Paint 4 
Manufacturers Association of the U.S., which proved 

conclusively that the radiation efficiency of radiators 


which have been enamelled is considerably increased 
Facti over those to which gold or aluminum bronze has Fact a 


BARE been applied, or those which have been ieft in thvir RADIATORS 
OR THOSE WITH 
sti RED One of the largest radiator manufacturers in the world unreservedly recommends Pen 
METALLIC RADIATOR 
PAINTS OD Ee N ENAMEL 
LOSE 30% GIVE 100% 
RADIATION MARBLEITE RADIATION 


RADIATOR ENAMEL 


S SUPERIOR in covering property and heat radiation to metallic paints, bronze, etc. 

Made in twelve shades to match decorations and furnishings. Special colors for industrial work. 

This is an unusual, easy-selling specialty with a very definite market and strong selling argument. 
Liberal discounts—write for dettiiled prices and plan of dealer helps. 


PHOENIX PAINT & VARNISH COMPANY 




















Philadelphia, Pa. 
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AINT Merchants 
know that Mc- 
Dougall- Butler Var- 
nishes, Enamels and 
Paints refine, restore 


and redeem property 





y Makers of 
Varnishes, Enamels and Paints 


Buffalo, N. Y. 
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STAY-WET 


Paint & Varnish 
Remover 
IT IS THE QUICKEST 





AND MOST POWERFUL 
VARNISH AND PAINT 
SOFTENER MADE. 

Its widespread popularity and 
big sale carry conviction. 

t is reasonably priced, car- 
ries a good profit and sells 
readily. 
“ Ask us for quotations, 
RELIABLE PASTE CO. 


3223-25 Cottage Grove Avenue 
Chicago, [Illinois 
Dry Paste—Paint and Varnish Remover—Calcimime 























There’s a Mine 


of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc- 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 


thoroughly. 
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" > Your customers will be instantly attracted 

t é | by the silent operation of Peerless fans. 

- 
{@> 
3 First impressions of handsome clean-cut 
~ appearance are easily led into definite sales 
3 by the unusually quiet operation and air-blast 
> 4 efficiency. 

+ 

2 * , j 

t > Materials and manufacturing methods must 

is i be of the finest, to make possible this quiet, 

> long lived operation. 
© 

% 3 Materials and man ufacturing tolerances, 

: 3 which would pass in ordinary fan construc- 

; > tion, are rejected by Peerless inspectors as 

: 2 | unworthy of becoming a part of this great fan. 


Your inquiry will bring full information 
Promptly. 


The Peerless Electric Company 
Warren, Ohio, U.S.A. 
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Inherent 
J electivity 


6 Bevery is one of the strongest selling points of 
the Synchrophase because it means so much 
to your customers. Each tuned stage of this set 
is maintained even when it is operated near a 
4 powerful station. The Binocular Coils set up a 
tuning barrier that prevents any but the desired 


station coming through. 
Binocular Coils, S-L-F Condensers and other ex- 
clusive features of fundamental importance to the 


set’s performance not only sell the Synchrophase 
quickly, but keep it sold and the customer happy. 


Write for full details and prices 


EAS cS 
TA eee A. H. Grebe & Co., Inc. 
~ Van Wyck Blvd., Richmond Hill, N. Y. 
How the Binocular Coils Western Branch: 443 So. San Pedro Street, Los Angeles, Cal. 
Balance Each Other | This Company owns and 


A typical arrangement of Binocular 
Coils, as used in the Synchrophase eK GRE station WAHG 
receiver, is shown in the sketch. 
**A”’ and “‘B”’ are similar coils con- 
nected in series or parallel in such a 
manner that their electromagnetic 
elds are opposing each other. 
When a source of electromagnetic 








field is radiated from an exterior 
source, such ascoil “*‘C’’, we can assume 
that an E.M.F. of +2 units value is 
induced in coil ‘‘A”’ sin an E.M.F. of 











—2units is induced incoil‘ ‘B.”" There- 
fore, ‘‘A’’ and “‘B”’, being connected in 




















the proper manner, the +2 units and 

the—-2 units will counterbalance each : 2, 
other and the resulting E.M.F. across 

the terminals of the whole inductance 

will be zero. é 

















—~ TRADE MARK.— 


@Q\ Wy, 


TRADE MARK 
96.44 Pal off 


All Grebe appa- 
ratus is covered 
by patents 
granted and 
pending. 









That whichhas 
inherent worth 
never loses its 





value. 








Pater Hu - Also supplied with 


base for batteries 
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GETTING BIGGER 
AND BIGGER! 


The interest created by the announcement of 
THE HAAG VORTEX is so lively and so defi- 
nite that the list of HAAG dealers is getting 
bigger and bigger. 





This Big, Handsome Washer 
with Its Copper Tub, Sturdy 
Frame, Ample Power, Modern 
Wringer, High-Speed Cleansing 
Ability and Low Price 


is making washing machine history. Things are 
humming around the HAAG plant these days for 
it is plain to us that our ability to produce is to be 
taxed to the limit. And meanwhile, the territory 
in which HAAG WASHERS are not sold is 


GETTING SMALLER 
AND smaller! 


Your choice as to whether you will sell the HAAG line—or 
be one who WISH you sold it, should be decided at once with 


A Request for Our Dealer Proposition 


HAAG BROS. CO. — PEORIA, ILL. 
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Backed by 30 Years of Fan Making 








8-inch and 
10-inch fans 





“Universal” — 
for 110 volts 


8-inch Northwind A. C. or D. C. 


Finished all over in light 
mat brass. T wo-speed 
switch in base, cord and 
plug. Can be used as a 
wall fan. 


List Price, $7.50 





For thirty years The Emer- best answer to the demand 
son Company has been mak- for real fans at popular 
ing electric fans. And those prices. 

fans are noted everywhere 
for quality and long life. 
Many an Emerson has run 
for 15 to 20 seasons, and sight! 


A husky 8-inch fan, a Io- 
inch oscillator—they sell on 
And there’s a good 

















more. margin of profit. . 
Northwind Fans, also made Send for “Profits on Fans,” 
10-inch Oscillator and guaranteed by Emerson, our book telling all about 
Three- speed switch in have been for ten years the the Northwind line. 
base; adjustable oscillat- , eee ; 
ing mechanism. Base and 100 Northwind Distributors! Write us for name of nearest. 
body dull black; blades 
py ef hs ag The Emerson Electric Mfg. Co. 
) . use as a 7 
ste ig la 2018 Washington Avenue 
° . 0 urch Street | 
List Price, $15.00 New York City ST. LOUIS, MO. re 
f 
The Hygrade Display Stand SOLD 
to dealers in hygrade lamps only for 
P $7. f.o.b. Salem. 
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has increased the profits of 1200 live dealers : 
on the counter it has attracted the attention of R 

bh every customer in the store | 

ecause cme a : 

the flashing sign has beckoned to them irresis- e 

tibly “Come and see!” 

it has made it a matter of seconds to show : 

each lamp lighted z 

eaeneroere in the window it has made a brilliant and live 
General Electric | display none could miss. fe 
pane oe apa # 
cent lamp patents | = 
HYGRADE LAMP CO : 

Descriptive Circular GENERAL OFFICE i 
gladly sent AND FACTORY SALEM MASss é 
a 
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SUPERTRON always a_ good 
tube is now better than ever. 
Supertron is making radio his- 
tory by being the first to make 
the tube price what it should be. 
A national advertising campaign 
will tell the whole world that the 
best tube should retail for not 
more than $2.00. ‘That includes 
a fair profit to the manufacturer 
and the trade, and amply provides 
for a guarantee and service to the 
public with complete satisfaction. 
They will all follow SUPER- 





TRON. But the industry and ! 

| a UP the public will always appreciate 

Z. aay 7 rT. . T 

: egies SUPERTRON because SUPER- 

— meinen NO ARGUMENT 
ae GUARANTEE 


DISTRIBUTORS, JOBBERS, DEALERS, FACTORY REPRESEN- 
TATIVES AND PUBLIC, WE WELCOME YOU — WRITE NOW. 


REGUS PAT.OFF, 
SUPERTRON 





EDA REES oe > En 
se pies Yl Pr Pag es 
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A GOOD TUBE. 


SUPERTRON MFG. CO., INC., 32 UNION SQUARE, NEW YORK, N. Y. 
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Yme Good 
Mechanic 
Knows 


HE “feel” of a U. S. tool in 

operation will tell the good 
mechanic more about it than a 
course in drill engineering. 
That is why it is easier to sell him 
a “U. S.” Portable Electric Drill 
than any other. A drill made for 
easiest, quickest, and least fa- 
tiguing work. The pioneer elec- 
tric drill makers have learned what 
mechanics want, to lighten labor 
and speed up hole making. 


UNITED STATES | 
Portable Electric 


| DRILLS | 


Perfect balance, freedom from over- 
heating, finger-tip control, more ball 
bearings, lightness, simplicity, accessi- 
bility, ruggedness, these are features 
that make U. S. Portable Electric Drills 
the most satisfactory and profitable 
line for you to handle. The price makes 
an instant appeal. 


Send for Catalog 106 
and name your jobber. 


Ghe UNITED STATES 
ELECTRICAL TOOL CO. 
CINCINNATI, OHIO,U.S. A. 


Oldest maker of Portable Electric Drills in 
the worl 














Boston 
Buffalo 
Chicago 
Cleveland 





District Sales Offices and Service Stations 


Dallas Los Angeles Pittsburgh 
Detroit Minneapolis St. Louis 
Houston New York Toledo 
Kansas City Philadelphia San Francisco 


Complete stocks carried in all service stations. 
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LTT 









































Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by the 
use of efficient machines, 
the hearty cooperation of 
satisfied employees and 
specialization, the Tubular 
Rivet and Stud Company 
has for 50 years manufac- 
tured rivets that are the 


recognized standard in 
their field. 


uae 8 ee ee 
TUBULAR RIVET & STUD 


COMPANY 


BOSTON 


Coast Representatwe 
J. T. MeDEVITT 
Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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at the Trirdyn gets where its 
otter than Jummer 7 
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Crosley Trirdyn—on the Sahara Desert at mid-day 
—brings in Radio-Paris on the loud-speaker! 










Not only at mid-day, but in February—in Northern Africa 
and far hotter than any American summer. 





The picture above, a post card snap shot sent from Tunis 
to Mr. Crosley, by D.F. Keith of Toronto, Ont., tells this 


story on the other side:— 
Tunis, North Africa, March 3, 1925 
Dear Mr. Crosley: 

Fishing here is rotten but radio is fine. On the 
Sahara, using three tubes on the Trirdyn circuit, recep- 
tion from Paris came through on the loud-speaker. 
Along the south coast of the Mediterranean, using this 
set, six or eight high power European stations came in 
with good volume by day-light and all of them after dark. 
Can usually get a few American after | a.m. Can you 
fish with us this year? 

Cordially, 
(Signed) D. F. Keith 


Further details on the margiris of the picture :— , 


Sahara Desert,250 miles south of Algiers, February, 1925. Receiving noon 
day concert from “‘Radio-Paris’, Paris, using aerial and counterpoise. 


- PER mK 


Dealers who are interested in summer sales will 
order Crosleys at once from their jobbers. 


On the Trirdyn is the beautiful new Crosley Musicone, 
radio’s most startling development. The Musicone’s 
abilities and its beauty are so superior that we expect it 
to replace half a million loud-speakers thisyear. $17.50. 


The Crosley Radio Corporation 
4794 Sassafras St., Cincinnati 


Powel Crosley, Jr., President 
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Better~Costs Less 
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Order Your 


Showing Burner, Mixing Chamber and Valve 


Sample Now 
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Reliable Colden-Clow 
(Portable Type) 


Ndi is the time to order your sample ‘Reliable’ Golden- 
Glow Gas Heater. Compare it in every way with the 
left-overs of the types you have been selling. 


Note the greater solidity of Reliable con- 
struction, made possible by the electric 
welding of all joints. Note the even 
ebony-black finish on the portable type 
and the perfect antique-brass finish of 
the fire-place type. 


Note the extra large size and unique con- 
struction of the elements. See how perfect 
insulation at the back is obtained by the 
use of dead-air-space instead of heavy, 
breakable fire-brick. 


Give the wonderful “Reliable Golden- 
Glow Burner a double examination. Note 
that the gas and air for the entire burner 
are mixed at one point. Note that the 
burner-top has a separate and easily re- 


moved grid for each element. (The grids 
are made of a non-corrosive material.) 


Examine the adjustable air-shutter and 
cock, which make possible perfect regula- 
tion of the flame for different gas pressures. 


Then light the burner. Immediately—in- 
tense heat beautifully distributed from 
one end of the burner to the other, and 
from top to bottom of every element. Note 
the complete absence of odor and the per- 
fect radiation of heat from out the front. 


Then send in your order for “Reliable” 
Golden-Glow Heaters to resell to your 
best customers. Next year youll have a 
real gas-heater business, and a profitable 
one too, because the price of these heaters 


is RIGHT. 


RELIABLE STOVE COMPANY 


Division of American Stove Company 
Factory and Main Office: 1825 E. 40th St., N. E. | CLEVELAND, OHIO 


Bridge Plaza East 


NEW ENGLAND STATES 





New York 


718 Mission Street 
San Francisco 


~ wicone tdeet City ony 7 " 
315-317 S. nee ( @ 0 | c| BI € lor / v4 
wis Ney a 





REPRESENTATIVE: 
The Eastern Service Co. 
131 State Street, Boston 

EXPORT OFFICE: 


Bridge Plaza East 
on Skillman Place 





350 East First Street 
Los Angeles 


Long Island City 
New York 
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“Hardware Retailers 
Must Make More Money 


THE SATURDAY fVENtaG POST 
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A Nationally Organized 
Hardware Trade Undertaking 


tised tires sold through other but more costly 





vot 
re 


From the very first, it was the idea of Hardware 


Bees 


Jobbers to have a super-quality tire. 


They had every facility to distribute tires, as 
part of their enormous distribution of hardware, 
at less cost than anyone else could distribute them. 

The Jobbers said “We want, not cheap tires, 
but low cost tire mileage.” 

The Mansfield Tire and Rubber Company 
responded with the Mansfield Tire. 


channels of distribution. 


But quality told, as it always does tell in the 
long run. Mansfield Tires did make their way 
on quality alone. 


Now, by reason of quality made possible by 
low cost distribution, and quantity made pos- 
sible by recognition of quality, the Hardware 
Trade Tire—The Mansfield—is nationally ad- 


oe Serres 


It had to make its way against heavily adver- vertised in leading publications on a big scale. 


THE MANSFIELD TIRE ¢& RUBBER COMPANY, MANSFIELD, OHIO 
Balloon Cords Truck Cords Heavy Duty Cords Regular Cords Fabric Tires 


Tire Manufacturers Extraordinary to the Hardware Trade 


ats 


a 





34 HARDWARE AGE April 23, 1925 


6 + 


“Pioneer Line” 
ehicles 
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The big season for ‘‘Pioneer”’ 
wheel goods is at hand. Is your 
stock complete ? 


Designed and built to fit the 
children, for the children and 
please the children. 





The Line 
That Sets 
The Pace 























Wonderful 
new line for 
1925. Send for 


our catalog. 


| Ask Your 
Jobber 











Why buy a few vehicles here and 

there, when you can buy a full and 

oy complete line of styles and sizes 
a under the old, tried and true ‘‘Pio- 
S 





neer’’ name? 

Every ‘‘Pioneer’’ vehicle—regardless 
of size or price—is a quality vehicle. 
It is made to withstand the hard 
usage of daily use by active children. 
Send for Children and parents, alike appre- 
Catalogs ciate quality in juvenile vehicles. 
Wetee Ger cur Gales The ‘‘Pioneer”’ line is a quality line. 


— me issues of Juvenile Ve- 
(6 _—oae. THE GENDRON WHEEL CO. 
3 Steel Coasters oii Toledo, Ohio, U. S. A. 


PIONEGR sry RAC rH 
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Deming “‘ Oil-Rite” 
Fig.809 with Tight and 
Loose Pulleys. Built 





Deming “ Oil- Rite” 
Fg. 809 with type‘ B”’ 
drive is the standard 







BRONZE PINIUN Di 
SHAFT BEARINGS PORT 















DOVBALE 
FLANGE 

















in sizes from 23g"’x 254"’ INTERMEDIATE GEAR STUFFING BOK HEAL . 
to 6x6" inclusive sai aie FOR MOTOR pump without pulleys, 
. pectin “wit tant & 10088 but with sub-base and 


gearing for electric 


Capacities from 520 to 
motor. 


4800 gallons per hour. 






STUFFING BOX NUT 


é aa e\ 


GLAND 


’ : . ae oe 
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ae — a 4 a 
Deming “'Oil-Rite” ag > _ SEIN, = 
Fig. 809 with type f' eer a a in — 
C-H” drive includes ” 
channel iron bed plate 


cramer gettin RE eee! 













PINION SHAFT 








ECCENTRIC AND GEAR 

Deming ‘Oil- Rite” 
Fig. 809 with type ‘G”’ 
drive includes a hori- 
zontal water cooled 
gasoline engine on cast 
iron sub-base with 
pump and connected 
by gearing. 
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“BUILT IN” SALES FEATURES 


OU don’t have to search for “sales features” when you sell Deming 
“Oil-Rite” (automatically oiled right) Power Pumps. Sales features 
are built in. Here are a few: 


Sales Possibilities of Deming “Oil-Rite’” Pumps 


LUBRICATION: Oil is automatically distrib- BEARINGS: Gear and main bearings are cast 
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uted to all bearings and working parts an 
by a system of channels returned again to the 
oil reservoir for re-distribution. Result: A 
smooth, quiet running pump with an excep- 
tionally long life. 

DIRT AND OIL PROOF CONSTRUCTION: A 
double flange in the crankcase cover prevents 
dirt from working in and oil from splashing 
out. 

Result: Maximum protection against wear and 
minimum consumption of oil. 
ACCESSIBILITY OF VALVES AND BEARINGS: 
Suction and discharge valves are accessible 
without disturbing pipe connections. 
Renewable bronze “‘slip-in’’ bearings on pinion 
shaft 


integral, insuring perfect alignment of all mov- 
ing parts. 


GEARS: All gears are machine cut and fully 
enclosed for safety. 


CRANKCASE: The crankcase is fitted with 
substantial hinge for easy handling of case 
cover. 

CROSSHEAD GUIDE: The crosshead guide is 
packed to prevent entrance of water fmto 
crankcase. 

HIGHEST QUALITY OF MATERIALS: Piston 
rod is drawn bronze; valve seats are bronze, 
of the grid type, securely screwed into valve 
decks. Cylinder liner, stuffing box glands, 
valve stems end springs are brass. 


Deming “Oil-Rite’’ Pumps are designed to meet an increasing demand for absolutely dependable, 
automatically oiled, power pumps adaptable for a wide range of uses. Built in several sizes, capaci- 
ties, and types of drive, these pumps are becoming increasingly popular for supplying water to 
farms, country estates, suburban residences, golf and country clubs, greenhouses, schools, factories, 


institutions, railways, etc. 


THE DEMING CO., Established 1880, Salem, Ohio 


MAND AND POWER PUMPS FOR ALL USES 


WIZZ 
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The Same Good Royal : 
at Much Lower Price 





By effecting substantial savings in manufac- 
ture and finish, without sacrificing one particle 
of the well known Royal Quality, we announce 


MODEL 


| POPULAR *% 
} PRICE | 
7 


ROYAL . STANDARD 


~" # ELECTRIC CLEANER 


skal Not a bolt or screw ceen changed. Not an 
iota of power or cleaning efficiency has_ been 
sacrificed. It is the identical Royal Cleaner that 
has been selling right along except that it now 
has a less expensive finish—though some say it 
is a handsomer finish. The same good Royal 
which now can be sold at a bargain price means 
dollars and cents of added profit to every Royal 
Dealer. Write for our New Merchandising Plan. 


THE P. A. GEIER COMPANY 


540-560 East 105th Street 
CLEVELAND, OHIO 


Manufactured in Canada by 
CONTINENTAL ELECTRIC CoO., Ltd., Toronto, Ontario 





Dealers catering to the higher class 
trade will be interested in the new 


) - Model K Super-Royal 


‘The Best Cleaner Made in America’”’ 
Costs a little more— Worth a lot more 
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H el ler 
Shock Absorber 


Hammer 


@] 
1. Absorbs the shock of blows and 


saves nerves and energy, be- 
cause of the rubber cushion 
between the handle and hammer 


head. 


2. This cushion of live rubber set 

under high pressure insures 
that the head cannot come off or 
loosen. . 
3. Drop forged and hand finished 

by experienced craftsmen. Of 
finest HELLER steel, super- 
hardened. 


4. Handle of best selected second 
growth hickory—no breakage. 
Well balanced, just the right feel. 


Exclusive with Heller—new yet 
thoroughly tested by carpenters 
and mechanics. Sells readily be- 
cause of its instant commonsense 


appeal. 
The Heller 
Like Hand Cut File 


1. The teeth are cut much deeper 
than on the ordinary commer- 
cial file. 


HELLER BROS. COMPANY 


GOOD TOOLS 
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2. Design of teeth gives added 

strength and wear while their 
sharpness and scientific rake pro- 
duces a file which cuts deep and 
very fast. 


3. The teeth are so arranged and 
shaped that they automatically 
clear themselves of filings. 


4. Each file is uniform—superior 
- to the highest priced hand cut 
es. 


Heller Vixen File 
1. Each tooth individually milled 
in the solid metal blank. 


2. Curved teeth which act on 
metal with a shearing effect— 
diagonal motion like a saw. 


3. Teeth always clean—high 
‘‘shedding’”’ power. 


4. A special Vixen File for many 
kinds of work. 


STORE HELPS — Window and 
counter eards. Very attractive 
mailers with store name im- 
printed for enclosure with in- 
voices and over the counter dis- 
tribution. Close selling coopera- 
tion with jobbers and retailers. 


JOBBERS—Wire or write today 
for introductory offer. 


NEWARK, N. J., U.S. A. 


LER 


SINCE 1836 
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EASING THE JOB 
of the “Man in the Neck of the Bottle”’ 


The retail clerk must convince the 
customer. His is a responsible job, 
made easier if the customer can see 
value in the goods. 


Rome Copper Utensils are ammu- 
nition for the man who has the 
point of contact with the customer. 
He can talk about these utensils 


and back up his assertions with 
facts. He will sell more, because 
of the merit and the noticeable 
value of the utensils. 


You'll find one Rome Utensil sells 
another. Ask your jobber or 
write us. 


April 23, 1925 




















For instance, Rome Copper Coffee Pots 





Made of copper, the ever-enduring metal 
—utensil economy. *) 


(1) Enameled Wood Knob securely fast- 
ened to cover by cut thread machine 
screw and tinned brass eyelet. 


(2) Heavy Brass Hinge riveted to pot 
by large, strong nickel alloy rivets 
reinforced by brass strap. There is 
no part to rust, no unsightly solder 
used. 

(3) Enameled Wood Handles fastened 
to pot by cut thread machine screw 
and tinned brass eyelet. 


(4) Heads of screws which fasten handle 
to pot rest against nickel plated brass 
clips, making metal connections 
throughout. 


Perfectly flat double seamed bottom, 


neatly and firmly soldered to prevent 
leakage. @>& 
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ROME MANUFACTURING CO. 


ROME Offices and Factories NEW YORK 


Branches: 


NEW YORK, 342 MADISON AVE. BOSTON, 60 INDIA STREET. 
wei <i 1431 LYTTON BLDG. SEATTLE, 302 BUILDING. 


FRANCISCO, 610-614 WELLS FARGO BUILDIN 




















EVER-ENDURING COPPER UTENSILS 


2164-V 
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Sell the Leader 


LIMAX is the only wall paper 
cleaner that is half sold before 


you stock it. 
For 30 years it has been the leader. 


Climax taught the home owners of this country to 
clean wall paper instead of re-decorating. 
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It is the cleaner that = —= 
Easiest to sell, easiest to use al M f\ 
—and always reliable. | SS ERICIMINE AND 


"CTEANER 


CLIMAX. 2 eR MNFG Co. 
CLEAN CLEVELAND, O.USA | 


» 


housewives think of first. 
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Order now of your jobber. 


THE CLIMAX CLEANER MFG. CO. 
CLEVELAND, OHIO 
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WALL PAPER CLEANER 
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This plan wds a big ad’? rene 


IRST, we want you to know *’Sharp- | Mr. Frank Fenlon (Delmar Hardware 5 

it” is not just another knife sharp- or santiago anne 

o. window: “‘Free! We'll sharpen any 4 

ener. Although itis the best of knife iii nected Shmenite : 
sharpeners, it is the best all purpose ensdainiy wank thdatndedt ter ‘ 
household sharpener on the market faces! Busy days out of dullones! : 
today. Many extra sales! z 


And when they saw how easy shear 


It will keep nearly any edge keen— and knife sharpenin§ really was, 


—straight knives —grass shears —ice picks they bought eagerly. “It’s the best 
—curved knives hedge shears —screw-drivers selling sharpener we ever stocked, 99 
-—sickles —scissors —cleavers 


says Mr. Fenlon. 


—pruning knives —shears —chopping knives 
—corn knives —ice shaver —and others 





Za = paze! | )N a Ever ywher e“Sh arp it” 
YiH-4, : S m 


“Alt ! ii 
— = 


RNY 







+ 
4 
+ 
nis 
= ~ 
‘4. 
+3 
Mes 
Baa 
re 
by 
: 
, 
ke 
ie 
f 


Offering “‘Sharpit’’ to keep all household cutting 
edges keen, fills a long felt want in every home. 
That’s why it outsells other sharpeners many 
times over. Show ‘“‘Sharpit”’ possibilities, and 
you will not only make initial sales, but the ‘‘re- | 
peat” business will amaze you. “‘Sharpit”’ really | 
_, gets talked about! 
Grinding 

Wheels 











Small but 
mighty — 
Only 5*Zin. 
high 
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“My plan sold ’em fast”? res 


Mr. Horace Green (Horace W. Green 
& Sons, Long Beach, Calif.) says: 
“Our method 1s to prominently 
display Sharpits near our knives 
and scissors. When showing these 
we ask our customers if they have 
at home a satisfactory means of 
sharpening knives and shears. . . 
Usually we receivea negative 
answer, which at once leads to a 
demonstration and usually re- 
sults in the sale of a ‘‘Sharpit.”’ 


Dazey “Sharpit” is built 
with twin Corundum 
wheels! — double action! 


4. 99 


It takes no skill to use “Sharpit. 
Simply rest blade in the groove and 
turn. Aspring regulates pressure of the 
twin grinding wheels. 

The sharpening of single bevel edges, as with 


scissors, is quick and easy with the guide (see 


“4998 : ‘ cut). 
‘“‘Sharpit”’ is attractively boxed for counter dis- ) 











play (see lower right cut). In most cases it sells 
itself. ‘“Sharpit’’ is made up to highest quality 
construction standards, and when once sold, it 
stays sold—and sells more. 


Send for this 


Order NOW! 


This is a prove-box—just a small lot 
to convince you they do sell wonder- 
fully well wherever displayed. 


Mail the coupon and introduce the 
wizard of all sharpeners, “Sharpit.”’ 


“‘Sharpit”’ is made by the makers of 
Dazey Churns. Every retailer in the 
country knows about their high 
quality and ready sale. 


We sell only thru the jobber and 
retailer. 


THE DAZEY CHURN & 
MFG. CO. , - St. Louis, Mo. 


Store Name........ 
rl oe os yd 


Eill us through (Jobber’s Name).......... 


To Dazey Churn & Mfg. Co. <_ i 

4301 Warne Ave., St. Louis, Mo. | = > ae 
Gentlemen: Please ship us one seli- o> ae csceititoses,, gaat : 
selling display carton of Six Sharpits, ee - 
at Six ($6) Dollars for Six F. O. B. 
jobber’s warehouse cr St. Louis). Re- 
tail price, $1.50 each. 


Free!—both the display card as shown 
in left red circle, and a demonstrating 
display card, included with this order. 


Sharpening wheels are self adjustable; there is 
nothing to get out of order. The twin grinding 
wheels are fine grain Corundum, the best 
sharpening abrasive known t9 science. 


eter: aaa a ee ee) 


TRIAL ORDER for SIX 


Fill out and mail this display carton order 


Get-Acquainted | today and prove how fast Sharpit sells. 


ann 2 ee 6 6 2 2 Oo o.O 6 O26 2 eee ee eo OC Meee 4 8 Oe SS 
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Reg. U. S. Pat. Off. 
No. 996,768 which will 
be strictly enforced. 





DOMES of SILENCE 


A Fast Steady Seller 
Highly Profitable— 


Just display the carton 
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MADE IN SIX SIZES: 


3g in., 14 in., °4 in., 34 in., 4% in. and 1-% in. 





Two Styles of Packing . 


Straight Sizes Assortment 
Packed % gross sets of any Packed %% gross sets %4 in., 


one size. %gin., 34 in., 4% in. assorted. f 


Your nearest jobber carries a complete line 


Apply the largest size possible 


DOMES of SILENCE Division | 
Henry W. Peabody & Co. e 

7 Seate Sereet. New York City % 

P-1979 ” 








She Perfect Furniture Footwear 


8) DOMES of SILENCE 2 


Getter than Casters’ 
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The Demonstration that Sells 


Demonstrating the merits and unique features of the Albert Lea 
Kitchenkook is something different for the Kitchenkook is entirely 
different from the ordinary gasoline or oil stove. Generate the master 
burner and in less than three minutes all burners 


-in 6 min. are ready; turn them on or off as wanted, just like he SAFETY 


























2 onthe new 
f KITCHENKOOK city gas. é TEST 
= | y 
f Women are delighted with the remarkable speed and ih 
cleanliness of the Kitchenkook. Operating under air ¢ 
pressure, direct contact flame, no heat wasting chimneys, 
=— make it hotter and faster than any other type of liquid x 

-in7% min. fuel stove, faster even than city gas at only a fraction of 1 WH 
2 on an or = the operating cost. , 
3 inary cit , a ee ' WS 
gas range Kitchenkook advertising is bringing the facts about this ie niaaiee Guat teem, 
F faster, better stove to prospective buyers everywhere, centes Be semgeeiie 
. . . ; y of the Kitchen 
creating new business for Kitchenkook dealers. kook. | The illustration 
E . ‘ ee h hil 
E Full particulars about the complete line consisting of the stove was Durning. 
fourteen popular models and terms under which you can esha Bake tie 
~in 21min. secure exclusive sale in your town sent on request. er 
ona popular 
; * . 
, make of American Gas Machine Company, Inc. 

9 

kerosene 


ALBERT LEA 


KITCHEN KOOK 


KAM PK OOK S& S's Te rR 
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iCall | Ask the Kid 
ma Who Owns One 


THE LINE BEAUTIFUL 
(With apologies to the Packard slogan man) 

If you want to see yourself over again as 
a lad, when you looked in the window and 
gazed at those copper-toed and red-topped 
boots, push a Packard Six Juvenile auto- 
mobile in your window and peek out a 
few minutes later. 





Automobiles 


Velocipedes We have lower priced vehicles and you'll need 
more of those, no doubt, but don’t overlook the 
Coaster Wagons fact that the Packard father has a Packard son 
who has an eye for the best. (Selling the best 
Express Wagons isn’t any harder if you have your selling clothes 
on.) 
Scooters The 1925 American Line of Juvenile Vehicles 
. sparkles with new features and attractive designs, 
P edal Bikes from automobiles down to wee toy trucks. Every 
number a winner. (By the way, you must see 
Hand Cars our special steel coaster wagon circular showing 
° the new American family of coasters that has 
Tricycles gone so big.) 
More than ever the American line is supreme— 


the biggest selling line of Juvenile Vehicles in the 
world. 


The Most Copied Line in 
America 

Ask Your Jobber or Write 

for New 1925 Catalog 


















No. 5548 DM 
PACKARD SIX 
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Comenient 
~ Home Use 


“Jou Find a Hundred VUses 
%r These Brushes in Your Homo. 
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Leading distributors and hun- 
dreds of retailers everywhere 
are joining with Osborn in the 
nation-wide movement to estab- 
lish the brush business in 
legitimate stores. 


You should join the movement 
too—for your own profit. 


Osborn Blue Handle House- 
hold and Personal Use Brushes, 
the new Osborn Display Stand, 
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for you. 
Osborn distributor. 


Keep the Brush Business 
in Your Store 


Osborn National Advertising, 
and your active support will 
bring increasing success and 
profit. 


Any store can use the Osborn 
plan. Prices are popular—and 
profits are liberal. 


Join now. Write to the nearest 
Osborn Distributor or to us for 
details about the plan. 


The Osborn Manufacturing Company 
’ Cleveland, Ohio 
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Osborn Blue Handle House- 
hold and Personal Use 
Brushes are never sold by 
canvassers or solicitors. 





























Osborn Blue Handle House- 
hold and Personal Use 
Brushes are sold only through 
selected retail stores. 











This window and counter 
display stand will work 
Ask us or any 











HOUSEKEEPING MACE 











These well-known houses are 
authorized distributors for Osborn 
Blue Handle Household and Per- 
sonal Use Brushes. Ask them. 


The W. Bingham Co., Cleveland; 


*The Bostwick-Braun Co., Toledo; 


The Bronson & Townsend Co., 
New Haven; Buhl Sons Company, 
Detroit; Burhans & Black, Inc., 
Syracuse; Decatur & Hopkins Co., 
Boston; Eastern Drug Co., Boston; 
Evansville Supply Co., Evans- 
ville; L. —— & Co., Chicago; 
C. H. & E. S&S. Goldberg, New 
York City; Charles Hubbard 
Son & Co., Syracuse; Janney, 
Semple, Hill & Co., Minneapolis; 
Kelley-How-Thompson Co., 
Duluth; Lee-Kountze Hdwe. Co., 
Omaha; Logan-Gregg Hdwe Co., 
Pittsburg; Masback Hdwe Co., 
New York City; Minneapolis Drug 
Co., Minneapolis; Mortley Bros., 
Saginaw; Northern Drug Co., 
Duluth; The Philadelphia Whole- 
sale Drug Co., Philadelphia; 
Plimpton-Cowan Co. Inc. Buffalo; 
John Pritzlaff Hdwe Co. Milwau- 
kee; The Salt Lake Hdwe Co. Salt 
Lake City; Supplee-Biddle Hdwe. 
Co., Philadelphia; H. D. Taylor 
Co. Buffalo; John L. Thompson 
Sons & Co., Troy; Townley Metal 
& Hdwe Co., Kansas City;Van 
Camp Hdwe & Iron Co., Indian- 
apolis; The Walding, Kinnan & 
Marvin Co., Toledo; Wyeth Hdwe. 
& Mfg. Co., St. Joseph. 





BRUSHES 


SINCE is 92 
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Saunders Norvell’s book, published by Hardware 
Age, devotes much attention to new stocks, revised 
stock and the stock problem. Its treatment of this 
subject is clear and helpful. It includes some of the 
finest fundamental information that has ever been 
available for you hardware men. And as a hard- 
ware man, whether young or full of experience, you 
will welcome the sound value and seasoned knowl- 
edge that Mr. Norvell has put into the chapters of 
“FORTY YEARS OF HARDWARE.” 


In building up an old established store or a new 
retail business, stock is the foundation of the busi- 
ness. In such an important matter, the wise mer- 
chant seeks the advice and experience of able men. 


Throughout this interesting chronicle of the 
hardware business there is the solution of many 
merchandising problems and suggestions that 
should be read by every merchant before buying 
stock. His advice and assistance will point out 
many of the things to avoid in this first important 


step. 


Woven into these practical considerations are 
traditions of ourown country. Mr. Norvell graph- 
ically takes you back to pioneer days—describes 
conditions and introduces you to men who have 
helped in the making of the hardware business. 


If you contemplate opening a new store or intend 
to clean out old stock for new, be guided by expert 
opinion. Read Norvell’s “Forty Years of Hard- 
ware’! If you would enjoy an instructive review 
of your own business and spend hours of pleasant 
and profitable reading, “Forty Years of Hardware” 
should be in your library! 


























Orders have been filled for several hundred copies ranging 
from single volumes up to as many as fifty from one concern. 


Do not run the risk of wanting Norvell’s information and 
hours of reading and not wage | your copy. This book is 
good for years to come! GET IT! 


$3.00 per COPY ORDER AT ONCE 


It stands alone—the most intensely human chronicle of the 
hardware business ever written. 


HARDWARE AGE, 239 West 39th Street, NEW YORK 
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What About Aluminum Ware? 


+ I’ HAS been obvious to the Trade for some considerable time 
that factory production of Aluminum Ware has been greatly 
( ) in excess of consumption and trade demand. With this conse- 
>= quent over production old established methods of distribution, 
policies, business principles, etc., all have suffered severely to the 
present disadvantage of the entire trade in general. 


The utensils stamped “Pure Aluminum” only are found mostly 
in the 22 and 24 gauge qualities and skimped in every way possible. 
They are made to appear what they are not. Extra heavy steel trim- 
mings are used to make up weight. Plunder merchandise is the 
order of the Industry. Any gauge that meets the required price 
condition is good enough. 


18 gauge goods and heavier always carry the established trade- 
marks of the Reliable Manufacturers. 18 gauge and heavier goods 
do not have to be branded “Pure Aluminum” only. The absence 
of the trade mark signifies the tentative denial on the part of the 
manufacturer responsible for the merchandise. 


There is no excuse today for the existence of any line of alumi- 
num cooking utensils which will not definitely contribute to the 
progress of the Industry and to the permanent benefit of the Trade. 


Cut Price Means Cut Quality 


70% of the price of any utensil represents metallic value. Cut the gauge 
or weight a few extra thousandths and the cut price is not the concession it 
appears to be. That particular light gauge item may sell more readily for 
a time but the customer will not come back and “come back” customers are 
: | what we all like and want. 

If all the trade will act concertedly in a positive demand for better ware 
—branded ware—18 gauge ware or heavier, Aluminum Ware will again 
; be a desirable and a profitable line of merchandise to handle. 


; Just as soon as the trade in general Js . 
‘ begins to demand quality and price, 

then and not until then, will the situ- 

ation be stabilized to the point where PRESIDENT 


the respective brands can be handled. Ay yy tay Products Co 
-of iti by the : 
profitably and creditably by the tues _ sso 


Trade. 
Makers of “LIFETIME WARE” 
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In the Service of the “Trouble Shooters” 


The emergency men of industry, accustomed to the most urgent calls, anywhere at 
any time, could unfold some interesting stories on the value of dependable quality tools. 


Endowed with natural foresight and good common sense, their kits will always dis- 
close the wrench that has served them unfailingly. 

Coes Wrenches have figured conspicuously in the achievements of these faithful 
workers who have earned the title of “Trouble Shooters.” They are justly proud of 
the distinction—both of them. 


Offer your trade genuine COES. 
Furnished in both Steel It’s the best recommendation you can Sizes: 6, 8, 10, 12, 15, 
and Knife-Handle Models. give a wrench. Carried in stock by 18 and 21 inches. 
all leading Jobbers. 


COES WRENCH COMPANY Selling Agents 


oe . . 9 J. C. McCARTY & CO., 29 Murray St., New York 
In Business Since 1841 JOHN H. GRAHAM & CO., 113 Chambers St., New York 
Worcester Mass. FENWICK FRERES, _ 8 Rue de Rocroy, Paris, France 
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RINGCO 


BATHROOM FIXTURES 


Attractive Designs 
of 
Creative Quality 











No. 03350 Tumbler Holder No. 03246 Tumbler Holder 














The home rises from the foundation and business is built the same way, on the same 
principle. 

Strengthen the base with products that create confidence and give your customers 
something to encourage their patronage. 

“Ringco” Bathroom Fixtures are made from materials that help you cultivate and 
build a trade that becomes permanent. They are constructed and designed by experts 
who know the importance of making fixture beauty more than “skin deep.” 

The metal which is used as their foundation is SOLID Brass. They are finished 
in both Extra Heavy Nickel Plate and High Quality White Enamel in a variety of 
stvles from individual towel hooks to complete combinations. 





vonmatmtmn 


Our Catalog showing over 300 different designs will be gladly sent upon request. Write our nearest 
office. If your Jobber cannot supply you let us give prices and detait!s. 


_ AMERICAN RING CO. Wesetbury, Coun., U. 8. A. 


BRANCH OFFICES: 


New York, 2 Hudson St. Chicago, 29 E. Madison St. 
San Francisco, 116 New Montgomery St. Boston, 170 Summer St. 
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FOR ELEVEN YEARS A SURPASSING TIRE AT A POPULAR PRICE 








A FULL LINE FOR 
FULL PROFITS 


OU will do better with the Lancaster Line 
because it contains a tire for every pur- 
pose, because it is known for complete 
dependability, and because Lancasters are 
sold under contract which give exclusive 
territorial sales right. 


Write today for full particulars on how Hardware 
Merchants can make real money on tires. 














THE LANCASTER TIRE AND RUBBER CO. 
General Offices: Columbus, Ohio 
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Simplified \ | 
Accounting 
Plan Protects 
your Profits 


Five years ago we originated the 
Burroughs Simplified Accounting 
Plan. ‘Today thousands of concerns 
in every line of business are saving 
money and increasing their profits by 
using this simple plan. They made 
their decision. What will it cost you 
to postpone yours? 


Let a Burroughs representative show you 
how other hardware men are using this 
plan. Call our local office, or write for 
booklet—‘*‘A Simplified Accounting Plan 
for Your Business.’’ | 


BURROUGHS ADDING MACHINE COMPANY 


6613 SECOND BOULEVARD 
DETROIT, MICHIGAN 
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* BOOKKEEPING -: CALCULATING AND BILLING MACHINES 
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EVEREADY 
Batteries pay the overhead 


By SUMMER the Chattanooga Radio Co., Chattanooga, Tenn., will 
have enough sets in use to pay its overhead from sales of Eveready 
Radio Batteries. So say Earl W. Winger and Norman A. Thomas, 
who are the company. 

You’ll find happy, contented, ever-busy firms such as this wherever 
Eveready Radio Batteries are sold. Sales are especially good where 
Eveready national advertising is capitalized by window displays—as 
is done by Messrs. Winger and Thomas, who say “our best silent 
salesman is our window display.” 

There’s an Eveready Radio Battery for every radio use. 


» Order Eveready Radio Batteries and window display material 


from your jobber. Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc., New York—San Francisco 
Atlanta Chicago Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


Radio Batteries 


-they last longer 











EVEREADY HOUR EVERY TUESDAY AT OP. M. 
(Eastern Standard Time) 
For real radio enjoyment, tell your customers to tune in the 


‘‘Eveready Group. Broadcast through 

WEAF New York WJAR Providence WEAR Cleveland 
WEE! [oston WCAE Pittsburgh WWJ = Detroit 
WFi lhiladelphia WGR si iBuffalo WOC Davenport 


WCCO Minneapolis 
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THE RIGHT HANGER FOR EVERY DOOR 


HARDWARE AGE 
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Everyone Says A-P Can’t be Beat 


Allith garage door hardware is becoming increasingly popular 
because: it operates freely; occupies little space; is easily erect- 
ed; there is no slamming and sagging of doors—and—noise and 
friction are practically eliminated. Nos. “Ten-Eighty” and 
“Eleven-Eighty” are only two types of our varied line. There 
are several others. Recommend Allith Trolley and Round 
Track types—they mean satisfied customers. 


“Ten-Eighty” 


This is the highest developed type of Trolley Track 
equipment for folding-sliding doors. Made abso- 
lutely weathertight. Easily opened and closed. The 
design and quality of material make Ten-Eighty 
trouble-proof and virtually everlasting. Handles 3 
to 6 doors, and openings up to 18 ft. wide. 


Nos. 01081-01082, same design as Ten-Eighty, but 
made heavier thruout. Desirable for extremely heavy 
doors and openings up to 24 ft. wide. 


“Eleven-Eighty ” 


This yee like Ten-Eighty, has the elements of noise 
and friction prewar 4 eliminated. The hanger wheel, 
with its small point of contact on the tubular track, 
travels without side friction. “Eleven-Eighty” is ex- 
tremely low in price, in fact it is only slightly higher 
than ordinary flat track equipment. Eleven-Eighty 
handles 3, 4, 5 and 6 door openings. 

“Rleven-Eighty” is an adaptation of the Reliable 
round track introduced by us over 20 years ago. 
Round track tvpe of hangers have proven their worth. 
Recommend them! 


ALLITH-PROUTY COMPANY, Danville, Illinois 


Representative Jobbers Distribute A-P Products Throughout the United States 
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Satisfied Salesmen Are as Necessary as Satisfied Cus- 
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More About 
HARDWARE 
AGE 


“T have found HARDWARE AGE a great 
help in selling goods. It has been 
means of landing many orders.’ 

(Signed) L. G. Wells, 
Riverside, Cal. 
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ELLING McKinney 
Hinges will illus- : 
trate to any customer 
your care in selecting 
topnotch products. | 











McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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Hamp Williams Says— 


Satisfied salesmen are as neces- 
sary as satisfied customers 


tama N my two weeks auto trip up in Indiana, just past, | 
Ges: visited some stores. I walked into a nice looking hard- 
: Dec ware store in a good town, met two young men who 
: recognized me. When I gave them my name, they said they 
3 had enjoyed reading my articles, etc. 

One said: “Come up stairs and meet Mr. So and So, he is 
the principal owner of this store.” Got up there and found 
him seated and apparently in a deep study. He got up to 
greet me but he looked all tuckered out. The young man said 
to him: “I guess you have read about this man in the hardware 
journals.’” ‘“‘No,”’ he said, “I never heard of him before. | 
don't have time to read trade papers any more.” 

I said: ‘‘How is business?’’ He informed me that it was 
| rotten and | guess he was correct. There was not a customer 
in the store. I said to him: “Do you ever come to Hot 
; Springs?’’ He said: “Oh, no, I haven't time to go anywhere.” 
Then it was that he got a chance to give his employees a rap 
and he did. | told him that my business ran as well when | 
. was away as it did when I was with it. I wondered if his 
would not run better if he was away all the time. I thought 
of that other merchant who said he gave his employees four 
weeks vacation every year. He let them go away two weeks 
: and then he himself went away another two weeks making 
four weeks altogether that they got a rest. , 

After we left him I| said to the young man: “‘Has Mr. So 
and So got dyspepsia?’’ He laughed and said: “‘No, he was. 
born that way. It’s a pity such men couldn't be born again.”’ 
Finally this young fellow said: “I am looking for another 
job.”’ 

There is the trouble with hundreds of merchants. Their 
employees are always looking for a job. They don’t consider 
that they have any. 

Mr. Hardware Merchant, do you know whether this is true 
of your force or not? If you don’t you should have a talk 
with them sometime and find out. It is very important. Satis- 
fied salesmen are as necessary as satisfied customers and even 
more so. 
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Our Readers’ Forum 


W.N. Fitzwater on Elimination of 
Competition 


- T HE articles appearing in your maga- 
zine under the headings of ‘Peddlers,’ 
‘Merchants, ‘Jobbers,) ‘Manufac- 

turers, etc., are all very interesting, and we 
believe well worth while, as there are some 
very applicable suggestions being brought 
out, and there is probably not a town in 
the United States but what represents some 
of the conditions under consideration, in one 
form or another. 

“T have in mind a certain community at 
this time which is endeavoring to support 
four wholesale grocers (one is adequate), 
two wholesale hardware companies (one 
needed), six banks (don’t require over 
two), six retail hardware stores (two is 
sufficient), together with the various other 
trades and professions, any one of which 
could be divided by two and the work still 
be just as efficiently carried on with a more 
substantial remuneration to the survivors. 

“But, when Mr. Bales said, ‘It is hard to 
distinguish between the man who goes from 
door to door, and the man who goes from 
store to store,’ he injected a very funda- 
mental statement. Tor instance, if the re- 
tailer is permitted to catch a peddler in a 
legal net, will we let the jobber use the same 
net to catch a drummer or a catalog? No 
doubt, the railroads and street car com- 
panies would be equally interested in a trap 
of similar design that will catch jitneys and 
buses. 

“The elimination of competition is quite 
a large question, and could be extended to 
the point where if we had not given fifty 
dollars to the ‘Crippled Children’s Fund’ 
we could have given the wife the same 
amount for a new dress or hat, or possibly 
some new window curtains. 

“Such suggestions as have so far been 
proposed assume too much the form of ex- 
pediency, which is just a little like playing 
a game with someone who is also the referee. 

“We hope the discussions will continue, 
and although we have no solution to offer 
regarding the elimination of the peddler or 
any other competitor, it occurs to us that 


when we begin to give as much considera- 
tion to the propagation of human beings as 
we do to pigs, cows and chickens, that it 
might be a start in the right direction. And, 
we will also venture that the majority of 
the ‘Anti-Peddler’ sentiment comes from 
communities more or less stationary indus- 
trially, for we find that as long as our town 
is adding a new industry, or developing 
some natural resource by the extension of 
railroads, or pipe lines, that additional busi- 
ness comes without much effort; but, when 
these activities cease, it is then that we be- 


gin to prey on our competitors in order to - 


acquire additional customers, and we use 
all kinds of methods, from price cutting to 
lodge joining, for we are all convinced that 
he that goeth not forward goeth backward. 
It is the same great question that is now 
facing the whole world,—shall we go for- 
ward together or shall I KNDEAVOR 
TO GO by leaving the other fellow behind?” 
Yours very truly, 
(Signed) W. N. Fitzwater, 
Valley Supply Co.., 
Elkins, W. Va. 





Should a Dealer Sell that Last 
Sam ple ? 


7 OQ matter how efficient a merchant 
may be in keeping track of his shelf 
goods stock, the time will come 

when he finds an empty box—with only the 

sample on the front. 

“Should a dealer sell the sample in the 
name of service? Or should he adhere to an 
ironclad rule and tell the customer politely 
that samples cannot be removed, but that 
stock will be on hand tomorrow? 

“This is always a problem for the retailer. 

“An expression from your readers would 
be very instructive. Some customers feel 
that they are entitled to the sample. Some- 
times we find it necessary to relinquish the 
sample from the front of the box, but we 
certainly dislike breaking up our array of 
samples.”’ 

(Signed) A. M. Lubash & Son, 
Richmond Hill, N. Y. 
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The Partial Payment Paint Plan 


In view of the widespread trade interest in the installment payment plan as 
applied to the selling of paint, HArpwarE AGE solicits the opinions of its readers on 
this important trade subject. An open forum discussion, pro and con, is desired. 
Many conflicting expressions have been heard. Points of advantages and disadvantage 
have been raised, yet there appears to be no definite record of general trade opinion. 


To date, some of the principal arguments advanced on the installment plan of 
paint selling may be summed up as follows: 


Those who favor the plan say: 


That it will increase paint sales and will help the entire paint industry. It will effect 
an economic saving because there will be a greater number of properties protected. 


That dealers who do not participate will lose some of their present paint business to 
dealers who do participate in the plan. That sales can be handled as conveniently and as 
easily as the present method of charge and collect. 


That the American public has been well educated to buy on time payments, and will 
soon come to the hardware store and ask for such terms when buying paint. 


That many more people will paint because of the convenient terms. 


That meetings held in several cities to discuss the plan have met with enthusiastic 
endorsement of dealers and distributors. 


Those who oppose the plan say: 


That the country has reached its saturation point on installment byying. That fur- 
ther ingtallment plans will lead to a panic. A home owner could easily borrow on better 
terms from a local bank. That the percentage going to the finance corporation means that 
amount of the community’s purchasing power going out of local retail channels. 


That the entrance’ of a professional financing agent has a tendency for the dealer to 
lose his close contact and identity with the customer. 


That the plan means a 22 per cent advance in cost to the consumer. That it is eco- 
nomically unsound and may develop over expansion of the credit structure. 


That several state and local associations have refused to endorse the plan. One state 
association has endorsed the plan. 


What Is Your Opinion? 


This is an open discussion, and we will gladly publish all letters for or against the plan, 
the object being to ascertain the feeling of the trade in general on this important problem. 
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Mr. Bales Places Responsibility for 
‘*Glorified Peddling’’ 


‘9 N your issue of March 26 appeared an 
article headed “Who Is Responsible 
for the Glorified Peddler? which 

closes with the statement that the retail 

merchant himself is responsible for the 
present status of peddling. 

“This statement recalls to my mind dis- 
cussions we had in conventions and through 
the trade papers some ten or fifteen years 
ago, regarding the mail order house compe- 
tition, and men whose name was ‘Legion’ 
told the retailer he was to blame for the 
situation, and suggested plans by which we 
could defeat the mail order game; but for 
some reason the plans all miscarried, and 
the mail order house business has increased 
to such volume that the idea of competing 
with them seems to have been abandoned. 

“In the article referred to you suggest 
that we handle the question without gloves, 
so I state the facts as I see them from the 
retailers’ standpoint. The plain, unvarnished 
truth is that the retailer is not to blame for 
the peddler’s existence nor was he to blame 
for the mail order house business. We now 
hear suggestions, to increase our advertis- 
ing or to send the clerks out to canvass like 
the agents, all of which means an increase in 
our operating expense, which is the same 
thing as trying to cure a dope fiend by giv- 
ing him more dope. 

“The retail dealers’ present difficulties 
are brought about by a situation which was 
recently very clearly explained in Harp- 
WARE AGE by a writer in whose statements 
I am learning to have the greatest confi- 
dence. This explanation was to the effect 
that the manufacturer of an article which 
is usually retailed at $1.00 per unit will 
make a uniform price of 45c alike to the 
jobber; the department store; the mail 
order house; the 5 and 10 cent store; the 
chain store and of course the peddler. All 
the above mentioned operators, except the 
jobber, sell this article direct to the con- 
sumer, their selling price being based on 
a cost of 45c, while the retailer must buy 
from the jobber, which brings his cost price 
up to about 60c or an advance of 33 1/3 
per cent on the factory cost. The jobber 
pays his salesman about 8 per cent on this 
item for securing the order. Here we have 
the retailer operating in competition with 


all the above mentioned firms laboring under 
a disadvantage of 33 1/3 per cent on the 
cost price. This gap is too wide to be 
bridged. ‘To try to kid ourselves into be-’ 
lieving the jobber and individual retailer 
can find ways to hold their trade regardless 
of this 33 1/3 per cent disadvantage on the 
original cost is like having a good clover 
field with no fence around it, and trying to 
make ourselves believe we can talk our 
neighbors’ cattle out of the idea of trespass- 
ing on our clover. If you have 100 pennies, 
you can not spend 25 of them and still have 
$1.00 left. 

“The big question in the minds of retail 
dealers now is how to find a remedy for his 
troubles. One good way is for all of us to 
have the courage to suggest through the 
trade papers any plan that comes into our 
minds. The biggest talker often knows less 
than any of his hearers. 

“In thinking of the peddler, it has ac- 
curred to me that in States where laws are 
passed requiring him to pay a license he will 
likely take the agency for a great variety of 
lines and open permanent quarters, where 
he will display samples and take orders from 
our customers, which with his 33 1/3 per 
cent less cost price he can do at a price be- 
low our retail price. 

“What is to prevent the retailer from 
answering all the ‘Agents Wanted’ ads in 
the Sunday papers and opening a corner, 
where he will display samples of goods and 
take orders from his customers for anything 
from a silk stocking to a steel range; the 
agent’s commission to be equally divided be- 
tween the buyer and the store. This will 
make us some clear cash and will be doing 
the consumer a great favor by supplying 
his wants at reduced _prices. 

“We are told a great majority of the re- 
tail hardware dealers want to sell their busi- 
ness, but that buyers are scarce, which is 
natural in view of the fact that so few of 
them are operating on a paying basis. Why 
not get 1000 of these discontented dealers 
in 1000 different towns in each distributing 
district, to reduce their stocks to the mini- 
mum and sell out to the consumers in their 
community; these 1000 consumers owned 
stores to be organized into one great com- 
pany owning and operating its own whole- 
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It will be noted 
that  Barrett’s 
radio and auto 
accessories de- 
partments are 
adjacent. Al- 
though the two 
are conducted as 
distinct units. 
The physical 
connection of 
the two depart- 
ments was in- 
fluenced by the 
fact that auto 
and radio storage 
and dry cell bat- 
teries come from 
the same source 
and can be han- 
dled more eco- 














nomically this | 
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Retails $56,000 in Auto Accessories Yearly 


Success of Barrett Hardware Co.,of Joliet, Ill., Again Demonstrates 
that Hardware Store 1s Logical Medium for Accessories Sales 


ENTION auto accessories to some hard- 
ware dealers and they immediately start 
throwing cold water on the idea. They 

contend that the growing practice of automo- 
bile manufacturers to completely equip the new 
cars with al such items as bumpers, moto- 
meters, spot-lights and so on, even to vanity 
cases, has limited the merchants’ opportunity 
in this line. 

On the other hand, you will find many hard- 
ware dealers who are successfully operating 
accessory departments and who are selling a 
large volume of this merchandise. For ex- 
ample, the Barrett Hardware Company of 
Joliet, Ill., sold approximately $56,000 of auto- 
mobile accessories at retail last year. This vol- 
ume of retail sales is well worth while ex- 
amining closely. What were the items that 
were in such apparent demand? 

The first items that you encounter when you 
enter the Barrett hardware’s accessory depart- 
ment is a line that is apparently in no way con- 
nected with automobiles—namely radio. But 
let us hasten to explain that radio got attached 
to this department largely through the fact 
that automobile and radio batteries and dry- 
cells come from the same sources and there was 
a decided economy of buying effort effected 
through the union of the two lines. Further- 
more, any distortion of accessory sales figures 
through the including of the radio sales which 
only amounted to about $8,000 is offset by the 
fact that all tool sales, with the single excep- 





tion of automobile wrenches, are credited to 
the tool department. 

When Fred G. Wideman, who has charge of 
the department, was asked what class of items 
was his biggest seller, he replied ‘““Replacement 
parts.” He went on to explain that during the 
past five years the accessory business had 
changed materially and at the present time the 
buyer of a new automobile does not come to 
them for the necessities to make his car com- 
fortable, as the manufacturers have already 
added them. These items are sold later on a 
replacement basis, but the bulk of the depart- 
ment’s sales are of such items as piston rings, 
bearings, carbureters, wrist pins and similar 
standard things which the automobile manufac- 
turers themselves do not make but buy from 
outside sources. 

Mr. Wideman contends, and he has his sales 
records to back him up, that the average auto- 
mobile owner prefers to do his own repair work 
and is capable of making replacement repairs 
if given a chance. Barrett hardware furnishes 
that chance—not only through the complete 
stock of standard parts but also through a well- 
trained sales force of seven people in that de- 
partment, any of whom can give needed advice 
or suggestions. 

The fact that the Barrett hardware acces- 
sory department, which is now ten years old, 
has each year shown a substantial increase in 
the retail sales volume shows that accessories 
are a real factor in the hardware business. 
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HEN you call 
W on your firm 
trade, make 
your visits doubly 
valuable by inquir- 
ing what farm 
papers are read by 
each of the families 
on whom you call. 
This information 
will prove a won- 
derful help in stim- 
ulating future sales. 
Farmers and their 
families read farm 
papers widely and 
closely. They read 
the articles and they 
don’t skip the ad- 
vertisements. They 
study the advertise- 
ments. They study 
them much more 
closely than most 
merchants imagine. 
They study them as 
closely as they read 
the mail order house 
catalogue. 

They are splendid 
prospects for adver- 
tised lines. New 
lines and develop- 
ments interest them 
particularly. Ad- 
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Turning Dull Days Into Profits 


Article No. 3 on the Sales Letter 
By Charles P. Catlin 
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"Dear Mr. Farmer: 
"You will be interested in seeing next 





time you come to town the -------- Cream 
Separators, -------- Water Tanks, -------- 
Gasoline Engines, -------- Silverware, F 
-~------- Aluminum ware, -------- Stoves, H 


Loaded Shells, y 


Tools, 
Shotguns. 
"This store is headquarters for these 


—— — me ee ee 
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well-known, advertised lines, and we shall 
be pleased at any time to show and demon- 
strate them to you. 

"You will be pleased by our prices, by 
the quality and variety of our stock and by 
our service. 

"You will soon be needing some new----. 
We have a large variety at a small price. 

"Speaking about bargains we are 
offering at the close-out price of 
----- We have only a few left and first 


come, first served. 
"Your wife will be pleased with one or 
more of the -------- kitchen knives, a large 


shipment of which we have just received. 
They range in price from ----- to 
each. Many styles from which to 
select; but just one quality--the finest on 
the market. 

"We look forward with pleasure to 
seeing you on your next trip to town." 

Very truly, 
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the advertisements. 


they be labor-saving 
devices, etc. Farm 
families read ads 
for advice on how 
to save time, money, 
labor. When you 
are fully familiar 
with what papers 
and magazines are 
read by farm fam- 
ilies in your neigh- 
borhood, subscribe 
for them yourself. 
It will cost you only 
a very little. Ap- 
proximately ten dol- 
lars a year will 
cover all the sub- 
scriptions combined. 
You cannot stretch 
a ten dollar bill to 
cover any greater 
value to you. These 
magazines provide 
another way in 
which you can tune 
up your cash regis- 
ter to your clock— 
and make every tick 
of the clock count 
money for you. 
When you receive 
your farm journals 
go through them 
page by page. Study 


Check every item you have 








vertising is their one way of keeping posted on 
what is new. Whatever’s news—welcome news. 
New things are always interesting—especially if 


in stock which is advertised in them. Then write 
a letter to each of the farmers in your locality, 
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How Phillip Gross Solves the Unconditional 
Guarantee Problem 
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sent to factory for repairs. 
No other parts, such as broken cords or loose connections will be replaced 
or repaired under this guarantee. 
3. No replacement will be made unless accompanied by this guarantee slip. 


Gross Hardware and Supply Company 
216-220 THIRD STREET, MILWAUKEE, WIS. 
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One of the reasons for 
Patten, Irwin & White’s 
success with radio is their 
insistence on “Quality 
First.” Below is one of the 
company’s window displays 
that sold radio. 




















Fundamental 
cessful Radio 


























Above is a general view of the interior of 
Patten, Irwin & White’s progressive store in 
Burlington, Vt. This company has found that 
radio has proved not only profitable in itself 
but has materially helped sales in other de- 
partments. 





Factors in Suc- 
Merchandising 


Patten, Irwin G White, Inc., of Burlington, Vt., have 
had unusual success with radio through adherence 
to the merchandising policies outlined in this article 


By R. T. Albee 


HIS firm was incorporated for business 
under the laws of the State of Vermont 
during the year 1924. It was opened for 
business on Aug. 1, 1924. Our equipment is 
thoroughly modern in every respect. This store 
believes in the best for its customers and in select- 
ing our lines and stock we have chosen those 
brands and makes known all over America as 
representing the best in quality of material and 
skill in manufacture. Inasmuch as it was our 
desire to be thoroughly up-to-date and in keeping 
with the times we set aside a section of our store 
for a radio department. Radio is surely hard- 
ware and logically comes within the province of 
the hardware dealer. With radio we have as 
complete and high grade a line of hardware, 
sporting goods, paints, etc., as were ever shown 
under one roof in this city. 
From the very first we have had great faith in 
radio as a valuable adjunct to the hardware busi- 
ness. For us it has proven a great profit-maker 


and business-getter. The radio business, how- 
ever, is no gold mine. Like any other business it 
yields the highest dividends to those who put the 
most into it. We find that successful retailing of 
radio depends upon careful buying, selling, and 
service. We are expecting a tremendous distri- 
bution along these lines. 

Again radio appealed to us strongly, as we 
knew it would prove an especially good line dur- 
ing the fall, winter and spring months, at times 
—particularly when ordinary hardware sales are 
comparatively light. It has helped to equalize our 
business as it offsets the seasonable inertia in 
other hardware lines. We do not infer that radio 
is a seasonable line because we know that radio 
business is: good the year-around. Of course bet- 
ter results and reception seem to be experienced 
during the cooler months. But improvements in 
receivers and in broadcasting have eliminated a 
good many of the disadvantages of summer radio. 
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Another reason which led us to take on radio 
was our belief that it would help other depart- 
Our expectations have 
been verified. Radio HAS brought them in and 
our other departments have profited. 


ments of our business. 


has been the basis for 
better business in all our 
departments, especially 
our electrical line. 

The up-to-date hard- 
ware man wants to keep 
to his slogan, “Every- 
thing in hardware,” and 
he is having a rather 
breathless time keeping 
pace with events. Noone 
knows what it may be 
tomorrow—but today it 
is RADIO! 

Naturally we have 
made mistakes in mer- 
chandising radio. As 
they have manifested 
themselves we have en- 
deavored to correct them. 
We have found that we 
carried too many lines of 
receiving sets and equip- 
ment. At times we have 
had aS many as six or 
seven different’ kinds, 
which only served to re- 
duce our turnover and in- 
crease our expense. We 
were really competing 
with ourselves in endeav- 
oring to handle several 
lines at various prices. 
We are endeavoring to 
correct this by taking ad- 
ditional care in buying 
and are reducing our line 
to one complete, well 
known — full line — of 
equipment and __ sets. 
There will be svarious 
items, of course, which 
we will handle which 
will be in addition to this 
line. Although we are 
pushing one well known 
set at the present time, 
we have other makes on 
our shelves so that we 
are in a position to satis- 
fy the most discriminat- 
ing purchaser. 

At first we were a 
little lax in letting out 
sets on approval, in ex- 
tending credit and allow- 
ing purchasers to buy on 
the installment plan. Cer- 


tain classes of people abused these services. 
and privileges to such an extent that we are more 
careful and endeavor to determine the good faith 
and credit standing of all such customers now. 


It certainly 


sets and more parts. 














10 Radio Success Tips 


1. 


2. 


> 


a 


10. 


The manager of the department should 
have a thorough knowledge of radio. 
Know how to sell, install and service 
apparatus. 


The buyer should have a good knowledge 
of radio and know how to select and buy 
his stock—the kind that will be salable 
in this territory. 


Outfits for demonstration purposes 
should be set up in radio department 
ready for use at all times. 


Every salesman should receive some in- 
struction on the subject. 


Regular advertisements should be run in 
the daily papers. Radio advertising 
should also be sent out by mail to 
prospects. 


Demonstrations should be made at the 
residence of people where thought ad- 
visable and where desired. 


In order to insure satisfaction and proper 
installation every radio set, so far as 
possible, should be installed by your 
radio man and each set put in actual 
working order before he leaves purchas- 
er’s house. 


Patten, Irwin & White endeavor to re- 
duce their line to only one complete line 
of receiving sets and equipment so far as 
possible. 


To responsible parties Patten, Irwin & 
White allow the privilege of paying for 
outfits on the installment plan. The 
credit of every customer of this type is 
atid investigated to avoid any 
oss. 


The company caters especially to the 
farmer. At the recent convention of the 
Vermont Dairymen’s Association held in 
Burlington, a radio outfit was set up at 
the convention hall. Farmers every- 
where are waking to the possibilities of 
radio as a necessity in their life and an 
asset to their business. They constitute 
a potential and profitable market for 
radio apparatus. 




















This has proved worthwhile and advisable as our 
credit sales indicate. 

When we first started in the radio business 
we started on a small scale, carrying only a few 
But as time went on and 


our prestige increased 
we added to and _ in- 
creased our stock and 
equipment. At the pres- 
-ent time our radio de- 
partment occupies a very 
conspicuous place in our 
store, and we believe our 
stock to be as varied and 
complete as any hard- 
ware firm in Vermont. 
The manager of the 
radio department in a 
hardware store should 
be thoroughly conversant 
with the  subject—he 
must have a good knowl- 
edge of all standard lines 
and understand’ radio 
from A to Z. William J. 
Merrill, who has charge 
of the department, has 
had considerable expe- 
rience in the business. 
He knows how to sell, 
install and service ap- 
paratus. The buying is 
handled jointly by Leon 
I. Patten, treasurer, and 
Mr. Merrill. They know 
how to select and buy 
their stock—the kind 
that will be salable in 
this territory. Wise buy- 
ing is one of the funda- 
mental elements in the 
proper administration of 
a radio department as in 
all other lines and it 


" shows up in greater turn- 


over, more profit and less 
loss and expense. 

Due to our distance 
from broadcasting sta- 
tions we have found that 
crystal receivers are not 
at all usable. Only tube 
receivers will give results 
in this district. From 
the first we have deter- 
mined to handle only 
good radio in keepin 
with our motto: “Goo 
Hardware.” We believe 
in merchandising good 
apparatus at reasonable 
prices rather than at 
cheap prices. 


We are carrying all the staple items, such 
as rheostats, grid leaks, plugs, transformers, 
tubes, aerial equipment, wire, head sets, loud 





(Continued on page 110) 
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E have all heard a thousand and one 
times about the Early Bird who got the 
Worm. 

But the genus, species and kind of this feath- 
ered one are manifold, and at this season of the 
year all hardware dealers are interested in cul- 
tivating and taming the Early Paint Bird. 

’Tis said by scientific authority that this 
fowl has a body like a bucket of paint, paint 
brush wings, a sand paper comb and putty 
knife legs; his favorite habitat is a hardware 
store. 

Being an active fellow, he is best pleased 
when kept on the hop, skip and jump, with a 
final destination in the household of any good, 
local hardware customer. 

Seriously, this Early Paint Bird is synony- 
mous with your local opportunity for making 
paint sales this spring. 

This early season is really one of the very 
best of the year. 

Folks have been going through the winter 
months, many of them just waiting for the ad- 


Your Early Spring Paint Sales 


vent of spring to be rid of the smoke and grime 
of winter. 

Interiors need redecorating and just now is 
the ideal time to make the approach. Later on 
you will be devoting more attention to securing 
local outside paint jobs, in the self-same sense 
that your customers will then be spending 
more time out of doors, with an attendant 
thought for exteriors. 

There are many determining features which 
are positively in your favor this month. 

First of all, to whom shall the approach best 
be made? 

Answer—direct to the householder. 

Sounds simple enough, doesn’t it? 

A popular paint department in any town de- 
pends to a large extent upon the dealer being 
able to get the interest of the householder, him- 
self (or herself) in beautifying his home—in 
doing the various paint jobs himself. 

This fact has long been recognized by the 
paint manufacturers, from the national paint 
advertising done by them and from the way in 
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which paint products are now put up, ready 
for use by the individual—right from the can. 

Early spring is the right time for stimulat- 
ing local paint sales in your city or town. 

First of all, as we have intimated, your cus- 
tomers are still spending much time indoors. 
They have more time to spend there, and con- 
sequently are apt to give more attention and 
thought to the appearance of the inside of their 
homes. 

In a large sense, the auto has not yet beck- 
oned them to the highways and byways, and 
they’re more than liable to respond to a sug- 
gestion for making the home more pleasant and 
attractive to live in. 

Then, from the economical standpoint, there 
is the extra time on the part of the householder 
or housewife to be utilized. In the summer 
this cannot very truly be said. What of the 
following factors? — 

The furnace is still in operation. 

Floors are warm, walls and ceilings are dry 
and free from moisture. 

There is no dust as yet, and the small fly pest 
is fortunately scheduled for a distant future, 
so windows may safely be opened for necessary 
ventilation. 

As practical paint men, you will at once see 
these favorable conditions which you are now 
able to present to the attention of your patrons. 

And it is not a bad idea to tell them these 
facts through the medium of your local news- 
paper advertising. Better still, if you own a 
multigraphing device for issuing store letters, 
this very month will be an appropriate time to 
get out a letter to your mailing list on this 
topic. 

Suppose you wish to focus local attention on: 

(1) Floor Finishes (paints, varnish or flat, 

yellow and color varnish system), 
or 

(2) Wall Treatment (flat, gloss or water 
mixture tints), 

or 

(3) Wood Work (flat, gloss or enamel). 

In event that you select one or more of these 
popular interior treatments for the present 
month’s drive, from your hardware store, you 
can enlarge on the idea in your store letter, and 
to add an impelling force, you will find it an 
excellent idea, done by many dealers, to in- 
clude a color card in your letter. 

It is doubtless true that local conditions vary 
according to location, and some dealers may 
find it necessary to use more impetus than 
others. 

In order to get this early paint business, one 
must, of course, go after it. 


In other words, if you want to catch the 


Early Paint Bird you must equip yourself with 
a sack of salt to put on his tail. This “salt” 
will take tangible form in newspaper advertis- 
ing, store and window display, and personal 
salesmanship both in and out of the store in 


your local field. 


And don’t be discouraged because some lines - 


of paints and paint oil, and so on, have taken 
an advance. 

Cheer up and take a look elsewhere for just 
a moment. 

At a time when the average price of fountain 
pens was somewhere around $3, the Parker 
Pen Co. came out with their Duofold, the large 
size for men selling at $7, I believe, and their 
dealers put it over strong, too. 

Were they discouraged, and did they lie 
down on the job, with a groan and a sigh, 
thinking the game in fountain pens was up, just 
because they had to ask at least twice as much 
as their old average price? 

Not a bit of it! 

A personal enthusiasm for the product did 
the trick, when coupled with the fine advertis- 
ing cooperation which the manufacturer did 
for them, and, speaking of this advertising co- 
operation in a national sense, just keep your 
eyes open and watch the large national house- 
hold weeklies and monthlies this spring. 
They’re telling the world—your town, and 
yours, and yours, and ours, too, about bright- 
ening up interiors. This advertising is done 
for you, and a fine big lot of it is being placed 
right in your community, so why let anything 
stand in the way of a splendid and prosperous 
paint season this spring? 

And here’s another slant at our subject: 

No matter where your store is located, it is 
almost a certainty that many and many a 
household has items of furniture which really 
should be done over this month. 

This is another opportunity to sprinkle on a 
few more grains of salt. 

We happen to be located in one of the oldest 
counties in our State—one rich in finds of old 
colonial furniture. 

These old pieces are constantly turning up 
and changing hands at auctions, private sales, 
classified advertisements, etc. 

Having a distinct personal interest in an- 
tiques, we have had a bit of experience in this 
process of refinishing and so know what can 
be most satisfactorily undertaken by any ama- 
teur, with the proper equipment from the paint 
department of the hardware store. 

Here’s just a little list of some of the essen- 
tials for these amateur furniture-refinishers— 
doubtless your paint department has them all 
and sometime this Spring, you might find it 
interesting to centralize on them for a short 
time, featuring this refinishing of old furniture 


Clear Rubbing Varnish. 

Penetrating Wood Stains or Dyes. 

Varnish Stains in Colors. 

Linseed Oil. 

Crude Petroleum. 

Pumice Stone. : 

Paint and Varnish Remover. 

Putty Knife and Scraper. 

Turpentine. 

Sand Paper. 

Remember, the home is the very nearest and 
dearest object to the average family. 
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Eddie Denecke demonstrating the J. & H. way of stocking, display, cutting and selling screen wire. This table is 
66 by 30 inches. On the wall there are eight rolls of galvanized on the left, two rows on the right are both bronze. 
Stock carried includes every 2-inch width from 4 to 36 inches; also 40 and 48-inch width 


Versatile Display Tables—How to Make Them 


The Four Display Tables Described in This Article Were Designed by 
Eddie Denecke, of James Q Hawkins, for Various Merchandise 
and May Be Easily and Inexpensively Constructed 


DDIE DENECKE, advertising and display 

man for James & Hawkins, Inc., Jamaica, 

N. Y., is no stranger to readers of HARD- 

WARE AGE. His selling campaigns and window 

displays used in the company’s nine branch 

stores have often been brought to your atten- 
tion. 

Every visit to a J & H store means ideas for 
several stories. This time we are interested 
in the 36 open type display tables used by this 
company. Eddie designed the tables and had a 
display table manufacturer make them up for 
use in the stores. There are four different 
types. Each covers a phase of display problems. 
Mr. Denecke has been kind enough to give us 
detailed working drawings to go with the 
photos of the tables. 

Basically there is table 1, a simple type, box- 
_ like in shape with a retaining wall or side all 

around. This may be called the foundation for 
the other three styles. Table one accommo- 
dates 51 small wire display trays or baskets, 
each measuring 114 in. deep, 8 in. long and 4 
in. wide. These trays are arranged in three 
rows with 17 in each row. A tray of this size 
and type is fine for displaying small tools, pad- 


locks, shoe polish, polishes, oil cans, thumb 
tacks, domes of silence, scribers, wire, cotter 
pins, glass cutters, push plates, brass goods, 
wire hooks, fuses and hundreds of other small- 
sized, quickly sold hardware merchandise. It 
is interesting to note that prices start at 2 cents 
on plumbers’ chalk and go to 50 cents for a 
moderate quality screw driver. 

Table 4 is built on a table 1 type, but has two 
auxiliary shelves built to the dimensions shown 
in the working drawing of this model. This 
type, of course, provides two additional spaces 
for open display. It is particularly useful in 
showing larger goods, packaged goods, pulley 
wheels, brushes, steel wool, polishes, soap 
shakers, mops, salt shakers and such lines. 

Table 5 is a very simple adaption of the 
basic table having actually only five supports in 
addition to the base table. You will note in 
the photo that bathroom brass goods fixtures 
are displayed on these supports and in the bas- 
kets on the table. Faucets, the combination fix- 
tures and whisk brooms are easily shown on 
these simple type of supports raised off the 





(Continued on page 113) 
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No. 1—This is the basic table from which 
the others shown on the page are derived. 
It accommodates 51 small wire display trays, 
each measuring 8 x 4% 1% in, 
tural details are shown in illustration No. 2 


The struc- 





No, 3—This table has two auxiliary shelves 


It 13 


particularly useful in displaying larger and 
packaged goods 





No. 5—This adaption of Table No. 1 may 

be effectively used for showing bathroom 

frtures, plumbing items, ete. 
structural details 


See No. & for 





No. 7—The details for a display rack to be 
used in connection with basic table No. 1. 
This has proved a particularly effective 
means of showing small household items 
such as egg beaters, whisk brooms, etc. The 
completed table is shown at No. 8 
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No. 2—The structural details of basic table 
described on opposite page 
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No. 4—This is a very simple adaption of 
basic table, No. 1. See illustration No. 3 


for structural details 
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No. 6—Above are given the specifications 


of Table No. 5 





No. 8—Here is the completed table described 
at No. 
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$4,500 in Sales With a $600 Paint Stock 


The secret of the Knoff-Peterson Hardware Company’s remarkable success with paint is 


to be found in the above chart which shows at a glance what paint isin 
stock,what to buy and when and what was sold and when 


T isn’t always the largest paint stock that 
| shows the biggest profit. As a matter of 

fact, George Knoff, of the Knoff-Peterson 
Hardware Co., Fergus Falls, Minn., probably 
has one of the smallest paint stocks in the 
state—it will inventory around six hundred 
dollars on the average—but last year his paint 
sales ran a little better than $4,500. And when 
you can turn a stock that often, you are pretty 
certain of making a profit on it. 

The secret of Mr. Knoff’s success in the paint 
line lies wholly in a little chart that hangs on a 
nail at one end of his paint shelves. This chart 
tells him at any time what he has in stock, what 
to buy and when to buy it and what was sold 
and when he sold it. That may sound a bit 
complicated—but let’s tell the story from the 
beginning. 

In the first place, the paint department is at 
the extreme rear of the store, tucked away 
under the balcony office, and consists of three 
small booths, one containing outside paints, 
one interior, and one varnishes, stains and 


kalsomines. A small counter show-case con- 
taining a ‘display of brushes and other acces- 
sories, sets just in front and to one side of these 
booths. The whole department is exceedingly 
attractive and compact. 

And now about the chart. Two years ago 
this January when he took his inventory, Mr. 
Knoff discovered that he had by far too large 
a stock and he determined to watch it more 
closely. Accordingly he worked out the chart, 
using a sheet of cross ruled paper such as is 
furnished by barn equipment manufacturers 
for job specifications, a portion of which is 
shown on this page. 

Under each kind of paint or varnish he 
carries, is listed the colors-or numbers with a 
space for the various sized cans. For a com- 
parative record, after each size is noted the 
number of cans of that size sold during the 
previous year. Then counting toward the 
right, a circle is placed in the square represent- 





(Continued on page 108) 
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‘‘Window Night’’—A Self Starter 


for Spring Business 
By Howard F. Merrill 


Advertising DisPlay Manager ofthe 
Smith-Winchester Co., JacKson, Mich. 


T HAVE often been asked the question, if 
_results obtained from events like Window 
Night justified the efforts put forth and the 
expense incurred, but after checking up on 
Jackson’s last experience along this line, I have 
no hesitation in saying that they certainly do. 

Community cooperation is always a great 
thing for business; the combined efforts of a 
group will oftimes succeed where the best ef- 
forts of a lone institution would fall flatter 
than the proverbial pancake. The modern 
wide-awake business house of today is not 
satisfied with the old style “stem-wind” 
methods of “store keeping,” but instead is ever 
eager to grasp a new idea that will be a “self- 
starter” in promoting sales. 

The Spring Window Night which was just 
recently staged in Jackson WAS a real “self- 
starter” and turned the old motor over with 
lots of pep. From every standpoint it was suc- 
cessful; and when I say successful, I do not 
mean from the standpoint alone of getting the 
crowds on the streets to merely look at the 
pretty things which you might display in your 
windows, but I mean successful from an actual 
dollars and cents standpoint in the days 
following. 

The day and week following Spring Window 
Night showed a big increase in sales receipts 
in our store and likewise in practically every 
other store which cooperated. 

Here’s a little example. In one of the win- 
dows which our store featured was a modern 
kitchen reproduced in every detail. The back- 
ground and color scheme was carried out in 
black and white throughout. A neatly dressed 
housewife sat in a comfortable chair leisurely 
reading while the electric washer was busily 
engaged in doing the wash and the tea kettle 
on the gas range spurted forth its gusts of 
steam. In the center back, was a white en- 
ameled kitchen table with an outlay of Pyrex 
Kitchen Ware and then came a white enameled 
kitchen cabinet completely stocked with the 
scores of kitchen utensils which our Home 
Equipment Department sells. An _ electric 
vacuum cleaner rested against one end of the 
cabinet and a canary bird cheerily hopped from 
perch to perch in his cage suspended from the 
window casing in the background. I tried not 
to overlook a single thing that would lend a 
cheerful atmosphere to the setting. A small 
card in the foreground explained to the specta- 
tors the idea that I had in mind in having the 
living model in the window doing nothing but 
reading and that thought was; that with the 





modern equipment which our store sells, the 
modern housewife has many leisure hours 
which she would not have with old methods. 

And did the idea succeed? The very next 
day we sold two of the gas ranges which were 
displayed in this window (the highest priced 
ranges in stock) and three electric washers 
besides having a busy day in our Home Equip- 
ment Department on small articles. 

In another window we featured radio and 
within three days time we had sold every set 
displayed in the Window Night exhibit besides 
having a good business in radio accessories. 
Sales of all articles shown registered a gratify- 
ing total during the following week and we are 
still reaping the harvest from the seed sown 
on this occasion. 

Generous advance publicity emphasized the 
principal features of the Window Night. It 
stated that the store would on this evening 
display the newest Spring merchandise in an 
unusually attractive manner; that bands and 
other features would lend interest to the occa- 
sion; and that the stores would be closed and 
nothing be sold during the evening. 

For days the windows of the stores were 
closely draped, while industrious employees 
were striving to create behind these draperies 
exhibits which would outdo all previous efforts. 
The public who passed these draped windows 
had its curiosity effectively aroused as to the 
nature of the display which they would see 
when the unveiling took place. And when the 
hour for the unveiling of the windows arrived, 
the world and his wife were right there to look 
—JI’]] tell the world they were. 

At seven o’clock on the evening of March 17 
the explosion of several aerial bombs over the 
shopping district gave the signal for the un- 
veiling; bands began to play in various locali- 
ties; and from then on until late in the evening 
the crowds surged hither and thither; jostling, 
good-natured streams of sightseers, who gave 
every evidence of enjoying to the fullest extent 
the event being staged for their benefit. 

They saw the things that we wanted them to 
become interested in; a desire for ownership 
was created in their minds—and the merchants 
of Jackson are still reaping the harvest of this 
event. 

A great deal has been said of late about the 
“glorified peddler” and I think that a good many 
dollars reached the tills of our merchants 
through the influence of this event that might 
otherwise have found their way into the pockets 
of some peddler. 
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: Winchester Co. of Jackson, Mich. On the following day the company sold two of the gas ranges shown 
_ . ric washers and innumerable other items. 
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Your Store Paper 


Every Store Should Have One Whether Situated in the Large City 
or the Small Community 


By Mark McGhee 


HAS. F. HAUCK & CO., Springfield, Ohio, 
has issued a store paper for a number of 
years with great success, despite the fact 

that there are excellent newspapers in Springfield. 
In fact Hauck’s Messenger is a welcome visitor 
in every home in Springfield. 

Los Angeles, Cal., has the finest kind of news- 
papers for a city of that size, yet the merchants 
in the downtown section have been getting out a 
weekly cooperative store paper and have lately 
increased it from one issue to two issues weekly 


—Monday and Thursday. It has a circulation of 
over 200,000. Increased sales the day after the 
paper was issued have run as high as 42 per cent. 

So we have stores in all sized cities and I could 
give you the names of forty more which I per- 
sonally know about, while there are thousands of 
others of which I have never heard. These stores 
are located in towns and cities ranging in size 
from 1000 population where there is no news- 
paper, up to the second largest city in America, 
where there are to be found the best daily news- 
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papers in the country, which is sufficient evidence 
as to the correctness of the statement which we 
make in the headlines of this article. 

Your store paper is exclusive—it’s your own, 
it carries your message without being molested 
by a competitor’s ad. 

Well illustrated, with small-sized cuts, printed 
on good paper, with a liberal use of color, good 
copy and timely chats on topics of interest, and 


a newspaper would cease to be a newspaper? 
Such a newspaper would soon be out of existence. 
So will any store paper that is run on the same 
principle. 
Make It Interesting 

Tell them about your merchandise in an inter- 
esting way. Tell them about the progress your 
store is making and give the reason why—that 
you save them money, give them good service, that 











A Fable of the Woman Who Would 


The following well written fable is typical of the entertaining and “human” material 
that is used in Hauck’s Messenger, the store paper of Chas. F. Hauck 


Once there was a Worthy 
Woman whose name was Serena 
Succor, who lived in almost perfect 
accord with her husband, Hale 
Succor. The one exception to the 
accord was just this: Serena was 
too prone to listen to the patter 
of the peddlers who often knocked 
at their door. 

While old Hale fumed and 
waited for Serena to get ready for 
that trip to town, Serena listened 
to the patter, that ended with her 
egg money being brought forth to 
buy, perchance, a wonderful book, 
furniture polish, or a bunch of 
magazines she would never read. 
She had bought silk hose, which 
she never wore, till all her nieces 
never unwrapped their Christmas 
packages; they knew they had an- 
other sample of the famous (7?) 
brand, “Three for Five, and your 
money back if they Run.” Of 
course they’d run; but some re- 
latives are considerate, and any- 
way, the peddler already Had!! 

But Serena kept right on, 
though she knew it aggravated 


& Co., Springfield, Ohio 


rough some times. In fact, he 
answered her request, to stop at 
Everyman’s Emporium in_ the 
village and remind him of the 
two oil stoves he had promised 
to loan the Ladies’ Aid for their 
social, just like this: 

“Serena, you make me feel like 
a sheep-killing dog, sending men 
in there to borrow stuff, when I’m 
wearin’ this coat you bought from 
that oily Foreigner! Why don’t 
you whistle him back to help you?” 

Serena unabashed, answered: 
“You know that poor young man 
was working his way through 
college, and so was his brother 
who sold Hopkins down the road. 
Run along! (very sternly).” 

And _ because,’ perhaps,’ the 
Serenas of the species are more 
deadly than the Hales, he did. 
And found old Everyman as cor- 
dial and willing as ever. But that 
did not change Hale’s convictions 
in the least; it convinced him 
anew, something was wrong with 
the system, and a remedy needed 
for more things than Roup. 

As a bolt from the blue, the 


remedy came! When the Village 
Bugle carried the news of a rob- 
bery and murder at Hillsboro, 
nearby. Black headlines’ an- 
nouncing the capture of two 
youths, whose pictures’ spread 
across «half the page, brought a 
meditative and puzzled frown to 
Serena’s face. “Could it be? No! 
Yes! But they talked so nice. 
They are the men I bought my last 
Polish from, and ruined mother’s 
old buffet!’”’ And she ran, scream- 
ing to Hale to read_ therein. 
Which he did, and farther down 
he learned, the bandit’s car had 
silver from most every house in 
the valley; and they boldly ad- 
mitted to the questioning chief. 
“The silver was the easiest of all, 
for we always demonstrated our 
polish in the dining room!” 

And Serena, shivering at the 
narrow escape of grandmother’s 
cake basket so treasured and kept, 
broke out with two of the most 
dynamic of words—her code for 
the future— 


" NEVER AGAIN! 


Hale, and made him get quite 
® 








your Store News has a life which will equal four 
times the life of the average newspaper or cir- 
cular ad. 

A Big Mistake 

It is a big mistake to use a store paper as a 
circular. That is, to have nothing in it but glar- 
ing prices and bold headlines about merchandise, 
for then it ceases to be a store paper. It is noth- 
ing but an ordinary circular, the life of which is 
like the newspaper ad—very limited. Not only 
that, you have broken faith with your reader, for 
you told her it was a store paper, and it isn’t. 
So she loses confidence in your advertising and in 
your store, for your advertising is the voice of 
your store. 

Put in another way, would a newspaper be a 
newspaper without its editorial columns, its fash- 
ion notes, its sporting news, items on current 
topics and all the other informative articles which 
are of interest to the reader and without which 














you will refund the money if any purchase is not 
satisfactory. That you will duplicate for the same 
price or less, any article sold by the mail order 
houses. That they don’t have to send their money 
in advance and take a chance on what they buy 
at your store. 

Use feature columns such as “The Housewife’s 
Column,” Farm Notes, Want Column, Editorial, 
Jokes, etc. This is the way to make your store 
paper interesting. The only way to make it a 
part of your store, a part of your service. Make 
it so good that your readers will want to read it, 
will look for it and will be disappointed if they 
don’t get it. 

It can be done, it is being done, and at a cost 
of less than 5c. per copy for four pages size 9 x 12, 
with colored border as shown in the miniature 
layout above. Check up your mailing list, get 
busy and put out a good Store News every month 


this year. 
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A Prize-Winning Seed Window 


A. GRAY, brother of the N. R. H. A. 
president, George Gray, and associated 
* with him in the Gray Hardware Co., 
Coshocton, Ohio, won first prize in a seed win- 
dow display contest, when he submitted a pho- 
tograph of this very original display. The 
house was built at a local trade school. It is 
constructed in true proportions all the way 
through with the scale of one inch to the foot. 
The roof of the house is stuccoed with red 
kidney beans, the sides with white navy beans 
and the chimney with lima beans. They were 
put on with glue. The lawn is on an elevation. 


The grass or lawn is made of sawdust colored 
with dyes. The small trees are such as one 
finds at Christmas time for table decorations. 
The driveways leading to the house and ga- 
rage are made entirely of different kinds of 
colored beans to represent the rough stone 
walks that are now being used quite exten- 
sively. The roadway is made of small garden 
seeds, such as lettuce, cucumber, radish, melon 
and spinach. Window strip is used to keep the 
seeds in place both in the walk and roadway. 
A local artist painted the background. 








This Thing of Being Courteous 


; E hadn’t been in the store for two or three weeks. Even when he came in the first time 


he only bought a couple of dollars worth. 


But the clerk had paid a sizable bit of atten- 


tion to that man who had hurriedly dropped in. So this man had come in again, and again. 
Back of our going back to the same store to buy our shoes or tooth brushes or groceries there’s 


always a story of how someone treated us nice. 


Back of going past other places and uttering 


some mumbled bit of sarcasm is the often told story of how rude someone happened to be. 
Young volumes have been written about smiling; how few muscles it takes to smile. It’s all 

true, and it must pay, for out in Ohio there’s a successful merchant who tells how it paid him. 

He had a couple of clerks who didn’t know how to smile. They learned in a week. They re- 


ceived a raise—in another week, another raise. 


Smile a genuine smile, one that gives a real welcome to the customer coming in the door. Be- 


ing courteous is bound to push sales higher. 


You know it will. It does.—Counter Points. 
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$6,500 in Radio Sales Yearly 


This record was made by Ben Schlau & Son, Chicago, in the face of competition from two 
exclusive radio stores in same neighborhood 


a4 radio a profitable item 

I for a hardware store to 

handle ?” 

That question, in some form 
or another, came up for dis- 
cussion at practically every 
one of the recent state hard- 
ware conventions. These dis- 
cussions brought out one fact 
strongly, that radio is exactly 
like other items in a hardware 
store in that it can be made a 
profitable line with careful 
buying and sound merchan- 
dising efforts. 

The store of Ben Schlau & 
Son, 4810 Western Avenue, 
Chicago, is a shining example 
of what may be accomplished 
with radio and last year they 
sold over $5000 worth in spite 
of the close proximity of two 
radio stores in the neighbor- 


hood. Schlau’s stock is com- 
plete, consisting of manufac- 
tured sets at a range of prices, 
accessories and _- standard 
parts. During the height of 
the season it will inventory 
possibly around $1700 and 
during the duller summer 
months about half as much. 
According to R. E. Schlau, 
who has charge of the depart- 
ment, the bulk of his sales last 
year ran to manufactured sets, 
although by exercising care 
not to overstock, the parts 
business showed a nice turn- 
over. The department is 
housed in a space to one side 
and toward the rear of the 
store, and Mr. Schlau pointed 
out the advantage of this lo- 
cation in that it gave an op- 
portunity to try out sets with 


a minimum of. interference 
and noise from the rest of the 
store. 

While no one regularly em- 
ployed in the store has a tech- 
nical knowledgé of radio, and 
Mr. Schlau’s belief is that 
such knowledge is not essen- 
tial to successfully sell it, he 
has made arrangements at a 
nominal salary with a man 
who has that technical know!l- 
edge to be at the store the 
three evenings each week 
(Tuesday’s, Thursdays and 
Saturdays) that they stay 
open. It is this man’s job to 
answers questions, test out 
sets, wait on radio customers 
and to build sets for those who 
want them and his salary is 
easily taken care of by the in- 
creased sales. 
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An Easy 





Method of MaKing 


Price Tickets 


By Joseph Bertram Jowittt 


T is important that all beginners should be 
familiar with the standard sizes of price 
tickets and show cards in order to avoid 

waste in cutting up a “Full Sheet.” 

The large size or full sheets cards are made 
in the following three convenient sizes, 28x44, 
30x40 and 22x28 in. The last size, 22x28 in., 
is the most used size of all for show cards on 
account of the following sizes of show cards and 
price tickets which may be cut from a single 
sheet without leaving waste. 

One half-sheet card measures 14x22, one 
quarter-sheet 11x14, one eighth-sheet 7x11 in. 

For price tickets like those shown in illustra- 
tion the following sizes and quantity may be cut 
from a full sheet 22x28 in. 

16 Price tickets, size 514x7 in. 

32 Price tickets, size 314x514 in. 
64 Price tickets, size 234x314 in. 
128 Price tickets, size 134x234 in. 
256 Price tickets, size 132x134, in. 

With these five different sizes which may be 
used either upright or landscape there is no 
necessity of cutting odd sizes, which would only 
leave waste to be thrown away. 

One of the best ways to sell more paint is to 
display it with the price marked in plain fig- 


ures. Some people will not ask the price of 
an article unless they intend to purchase it, 
and many a business-like window display of 
paints, varnishes, brushes, etc., has failed to 
“pull” or bring forth the results it should sim- 
ply because the merchandise was not price 
tagged. 

Take, for instance, a display of ready-mixed 
paints, put up in gallons, quarts, pints and half 
pints. If each can were marked with the sell- 
ing price there would be a price within the 
reach of every buyer. A customer comes into 
the store and in many cases mentions the price 
first. ‘‘Will you please give me one of those 60- 
cent cans of paint you have in your window?” 
In that case the little price ticket which was 
done by one of the boys in the store was 50 
per cent responsible for the sale. 

Anybody can learn to make simple plain 
price tickets like the ones illustrated here with 
the aid of the round writing stub lettering pens 
which fit in an ordinary pen holder. They are 
made in the following sizes: 1, 2, 3, 4, 5 and 6, 
and are on sale at all show card supply houses 
and most stationery stores. One dozen assorted, 
or two of each size will be ample for the begin- 
ner to start with. They should retail at from 
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15 to 20 cents a dozen. They are entirely dif- 
ferent from the “Speed Pen” and are not in- 
tended for large lettering. 

Pen lettering constitutes an important part 
in modern show card writing and the beginner 
can not progress very far with the brush with- 
out the aid of the lettering pen for all price 
tickets and where much reading matter is re- 
quired in a small space. 

No one will dispute the fact that a great 
deal of the success of the chain-stores lies in 
their system of price-marking every article on 
sale. The big stores in the large cities spend 
thousands of dollars annually on price tickets. 
Even the 5- and 10-cent stores who have a two- 
price standard, use 5- and 10-cent price tickets 
in their windows. 

There is no secret or knack in the way to 
use or how to hold the lettering pen when writ- 
ing. Hold pen handle just the same way you 
would an ordinary writing pen. You will find 
that the extreme point of pen nib is cut on a 
slant; see that this slant is resting level on the 
surface when writing and never push the pen 
but draw it toward you in making upright 
strokes. When making the fine lines turn the 
pen handle sideways by pressing the thumb and 
rolling the handle between the fingers. Each 


pen point is provided with a reservoir which 
holds sufficient ink to write several words and 
it is unnecessary to keep continually dipping 
into the ink bottle. 

Most of the prepared show card inks and col- 
ors are adapted for this pen, but, of course, 
must be diluted with water to a consistency 
that will flow freely. A separate bottle of ink 
should be kept just for pen work. 

An excellent scheme for the beginner is to 
procure a copy book which has the blue ruled 
lines; the pen will work very well on this paper 
and the lettering may be done the width of 
one, two or three lines. Keep the thumb and 
first two fingers well down on the handle of 
pen so as to insure the necessary purchase and 
to keep the hand from shaking. 

Do not try to outline letters with these pens 
as they are made purposely for single stroke 
lettering. 

Before using these pens a trifle of the hard- 
ness may be removed, and though it is a very 
simple process, it must be observed, otherwise 
the pen will be too hard-to work right. Place 
your pen in the holder, light a match and place 
the pen well in the flame, allow it to burn a 
few seconds, then dip into water quickly. 
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The correct wile of making numerals is clearly indicated in this chart prepared for HARDWARE AGE by Mr. 
Jowitt 
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More or Less About 
Organization 








By Saunders Norvell 


HE letter of the man whose name is not 

“John Jones,” in issue of April 16, 1925, was 

delightfully refreshing. “Davy Jones,” or 
whatever his name may be, writes with a punch. 
Some of us old-timers will enjoy his references. 

I had to laugh when I read about the “sacred 
surplus.” I have not thought of the “sacred sur- 
plus” for years. I coined the name, just as I am 
guilty of having written, in my young days, about 
the “Pittsburgh idea.” 

Well, Davy Jones, if I had not warned the retail 
merchants to take care of the sacred surplus at 
Argos in years past, possibly they would not have 
taken care of it. They may have their big “‘sacred 
surplus” today simply because I warned them in 
time not to break the bank account declaring divi- 
dends! 

I remember at one time I was the president of 
Self-Culture Hall in St. Louis. This was a sort 
of neighborhood club house in a very poor quarter 
of the city. We were all full of the idea of hav- 
ing every department controlled and run by mem- 
bers of the organization. I remember we induced 
some of our rich friends to subscribe for a pool 
room outfit. We installed tables, chairs and a 
first class pool equipment in the basement of the 
hall. Then we organized a pool club among our 
members, had them elect officers and put them in 
charge. One evening when I arrived at the hall 
I found, to my astonishment, that there was noth- 
ing in the pool room. It seems our pool club de- 
cided to sell all the equipment, and did, and then 
declared a cash dividend among themselves. 

In another case, in a business with which I was 
connected, we organized a welfare club. Each em- 
ployee took a certain percentage out of his pay 
envelope and put it into a sick benefit fund. For 
every dollar contributed by the employees the 
house gave a dollar. After a while, as our em- 
ployees seemed to be distressingly healthy, this 
fund reached a very respectable amount. At one 
of the meetings of the welfare club it was decided 
to declare a dividend. It was done. Every cent 
in the treasury was distributed to the members of 
the club—not only their money, but the house’s 
money as well. (Jt must have been just about 
this time that I wrote those editorials warning 
the retail association to keep a weather eye on 
their “sacred surplus!’’) 

As the letter of Davy Jones was anonymous, no 
one knows who wrote it, but Iam willing to wager 
a good, big red apple that he was a member years 
ago of the Simmons Hardware Company sales 
force because at the end of his letter he uses the 
quotation: 


“It is not rank nor wealth nor state 

But Git-up-and-Git that makes men great.” 

That was one of E. C. Simmons’ favorite quo- 
tations. He used it time after time in his sales- 
men’s General Letters. Now, Davy, come out of 
the woods and tell us your real name! 

I have before me a General Letter written by 
the head of a large manufacturing establishment 
after they moved their entire business. This let- 
ter is just full of delicious tidbits. I cannot resist 
the temptation of quoting a few of them. 


* * * * 


“One of the most interesting things about this 
move we have just accomplished was the oppor- 
tunity to study our various employees. Some of 
our employees—in fact, most of them, realized the 
situation. Their common sense told them exactly 
what to expect in such a move. They did their level 
best to help and make good suggestions. They were 
not full of criticisms. Other employees, however, we 
regret to say, immediately had a severe attack of 
nerves. Instead of lending a hand and doing their 
best to help wherever they could, they stood around, 
talked and criticised other people. These people 
would tell you all about what ‘they’ should do. They 
did not explain exactly who ‘they’ were. 

“To one employee who talked to me about ‘they,’ 
I could not help saying: ‘My dear fellow, you talk 
as if you were sitting on the bleachers watching a 
baseball game. One would think that you had paid 
your admission and were merely an observer. Don’t 
you know you are in the game yourself? You are 
supposed not to muff any balls and to make base 
hits—not to stand back there and scream about the 
other fellow who is “fanning out.” ’ 

“One of the most curious mental things about our 
move has been my observation of these employees 
who have the state of mind that the work is to be 
done by somebody else, just as if they were guests 
in the business instead of being working members 
of the family!” 
+. * taal * 

“To our management, all of our employees, in 
whatever department they work, are on exactly the 
same standing. The question with us is, not in what 
department a man works or what part of the busi- 
ness he belongs to, but how well this man does his 
work. That is the test. It is exactly like the test 
of a good card player. Any man can play a good 
game of cards if he has the very best cards dealt to 
him, but the real test of a good player is whether he 
plays a poor hand well. 

* * * * 

“Next we come to our salesmen. What happened 
to them during this trying period? Exactly the same 
thing that happened to our other employees. Most 
of our salesmen accepted the situation as being nat- 
ural. They knew there would be delays and trouble 
in filling orders. They explained all this to their 
customers, went on selling goods and, I think, under 
the circumstances, did remarkably well. On the 
other hand, a small minority of our salesmen got 
‘shell shock.’ Because they ran into a few complaints 
from customers, they blew up. They quit work and 
of course their monthly statements showed the re- 
sults. Most of our salesmen for the first three 
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months of this year will show an increase in sales 
over last year. Several of our salesmen, however, 
will make a miserable showing just because they got 
excited, disturbed and stirred up on account of our 
moving. 

i ok *K * 

“I wish all of our salesmen and employees to 
know that at all times we invite suggestions. If 
you see where we can improve our methods, we 
would be glad to have your suggestions. We would 
be glad to have these suggestions in writing. Send 
them to the head of your department. We are open 
always to constructive suggestions, but criticisms of 
others, without any suggestion as to how conditions 
can be improved, are of very little value, and we 
would rather save our time than waste it listening 
to criticisms alone. 

“In this connection, let me especially bear down 
upon the necessity, when making reports, of getting 
the ACTUAL FACTS. I must admit I am very 
weary indeed of listening to controversies where it 
boils down in the end to the fact that nobody talking 
knows the actual facts. How much simpler it would 
have been, before starting these controversies, to 
get the ACTUAL FACTS first—be sure of them. 
Time after time reports are made to me that upon 
investigation I find are based entirely upon gossip 
or rumor and have actually no basis whatever in 
FACT—Blessed is the man who gets his facts 
straight. 

* * * * 

“Now that this big move has been made, the main 
thing for us to do is to clean up every department 
and get it into the best working condition. Every 
head of a stock department should take pride in the 
manner in which his stock is kept. I myself as a 
young man was a stock clerk. After a while I be- 
came the head of a stock department. I was trained 
in a very strict school of stock-keeping, and I must 
say, when I see stocks kept as they are these days, 
it sometimes makes me shudder. Merchandise is 
just the same as money. There is no reason why 
merchandise should not be as carefully kept, pre- 
served and looked after as just so much cash. J am 
quite sure, however, that even some of our employees 
are much more careful of their dollar bills than they 
are of our merchandise. We are determined that 
our merchandise department shall be kept in just as 
clean a condition as is humanly possible. 


“These remarks are just as true of offices. Noth- 
ing makes a more unfavorable impression than a slip- 
shod, carelessly kept office. There is no reason why 
a lot of papers and bundles and old stuff should be 
left lying around indiscriminately from day to day. 
Papers should be put in files. Bundles should be put 
away. This lack of neatness in an office has its 
effect upon fhe employees. You cannot expect neat, 
careful work to come out of an office where every- 
thing is in confusion. There is no reason, with the 
equipment we have, of modern and first class build- 
ings, with plenty of light and with the right sur- 
roundings, why we should not have ideal offices in 


which to work. 
ote ok on *& 


“The main object of these letters, we will say 
frankly, is to attempt to build up a general spirit of 
cooperation; to lead our employees to become inter- 
ested in the general welfare of the company. It is 
our idea that this can only be brought about by in- 
forming our employees of what is happening in the 
company—about our plans—about our successes— 
about our failures, and to also give in this letter spe- 
cial credit to those employees who accomplish un- 
usual results. These letters in future will be full 
of names. It will be our object to look for real talent 
and ability in every part of this business. Where 
good things are done it will be our object to give 
credit for this work, whether the work is done by an 
office boy or by a head of a department. 


“While, of course, it is to be expected that there 
will be a certain loyalty on the part of every em- 


ployee to his own department and to the small part 
of the business in which he may work, still, it is our 
desire, without in any manner minimizing this loy- 
alty to a part of the business, to build up a greater 
and bigger loyalty to the entire business. A man 
may be a loyal citizen of the State of New York, 
but this does not interfere with his being a still 
more loyal citizen of the United States of America. 
It would be a sad condition for this country, and a 
condition that has already cost this nation oceans of 
blood, for a citizen to hold his State loyalty above 
that of his loyalty to the nation. Exactly the same 
idea exists in a business. All of us, from the top 
to the bottom, must be loyal first of all to the busi- 
ness itself.” 

I quote from the above letter because it touches 
upon a number of points in house management 
from a new angle. Haven’t all of us heard the 
man tell about what “they” did? Haven’t we all 
listened to the critic who was himself on the pay- 
roll, but who talked as if he were merely a spec- 
tator at the game? Don’t all of us know the offi- 
cer in the company, the head of the department or 
the employee, who acts as if he were only a guest 
in the business and not even, what our English 
friends call, a “paying guest.” Haven’t all of us 
seen a business organized with certain little de- 
partments almost separate and distinct from the 
rest of the business? Why are these departments 
separate? Just because the head of department, 
either consciously or unconsciously, has built up 
a personal following. The employees are more 
loyal to the head of the department than they are 
to the business itself. When this condition exists 
in a large number of departments in the same 
business, then we have waste, delays and ineffi- 
ciency. The departments, instead of pulling to- 
gether, pull against each other. In such cases the 
trouble is usually to be found at the top of the 
business. The trouble is with the general man- 
agement. 

Of course all of us think we are civilized, but it 
is surprising, when the mass or the individual 
actions of men are studied, how much they are 
like savage tribes. The average man wants a 
chief to be loyal to. The average man is a hero 
worshipper if he is,given the slightest chance to 
worship somebody. When this peculiar quality 
of human nature is properly used, it leads to good 
organization. When it is improperly used, it 
makes for disorganization. 

*K aK * 

See how the average man follows the lead of 
his pet political chief. See how the gangsters in 
every large city follow the “master mind.” What 
is the basis of all of our secret orders? Some men 
are seeking leadership while other men are seek- 
ing somebody to lead them. Look at our “frat” 
societies in college. Just as soon as a boy arrives 
in a college he joins a certain society and this so- 
ciety is ruled by certain chiefs. We see this spirit 
everywhere in the United States. In some cases 
it is abnormally developed. 

* 


* + 


* 


I know of one business here in New York where 
the head of a certain department was discharged 
and, notwithstanding the fact that the position 
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$2,500 in Sales During Schelly’s Better Homes 
and Buildings Exposition 


15,000 Visitors Attend Display of Building Products 
Held Recently by C. Y. Schelly G Bro. 


the “Better Homes and Buildings Exposi- 

tion” of C. Y. Schelly & Bro., 32-34 North 
Seventh Street, Allentown, Pa., held Feb. 17 to 
21. The widespread and general interest in the 
exhibit is evidenced by this large attendance and 
the fact that a charge was made for admission. 

Although the exposition was held with no in- 
tention nor expectation of a large volume of sales 
during the exhibit, but during the week of Feb. 
17 to 21 amounted to approximately $2,500. 

As may be seen from the accompanying illus- 
trations, the exposition was highly diversified and 
educational in nature and was designed to in- 
fluence future business from prospective home 
builders or those contemplating improvements. 

In describing the exposition, B. B. Fackenthall 
of the company says: 

“We had a similar display the early part of 
1924 and this was our first attempt. What we 
had in mind particularly at that time was to make 
an exhibit that would increase our sales of wall 
board. In this we were successful as during the 
balance of 1924 wall board sales increased 84 per 
cent, a great deal of which was due to this exhibit. 


PPROXIMATELY 15,000 persons attended 


It may interest you to know this exhibit was 
made entirely of wall board. There were only a 
few visible feet of actual wood, such as extreme 
corner strips, washboard or base strip and frames 
around signs. All backgrounds, panels, signs, 
counter tops and the small dark strips shown 
around panels, counters, etc., are wall board 
painted to imitate wood. 

“The panels on which merchandise is displayed 
you will note, have a narrow painted border and 
are striped with shadow lines, right and left, as 
the case may be, since the display fronted on two 
sides. The two panels in center piece on which 
bath room fittings appear are Upson tile, one side 
white enameled, the other Bermuda blue enamel. 
The small panels showing the Lewis “Dutch Boy”’ 
is an actual reproduction in Lewis colors on wall 
board. 

“The entire exhibit was made in detail by our 
own organization previous to the time of opening, 
was assembled and trimmed in less than two days. 
It, of course, was a very expensive and elaborate 
piece of work, but it was an exhibit that will bring 
us business throughout 1925.” 
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Views from Schelly’s “Better Homes’ Exposition 
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Main Street Merchandising Methods 


Window Displays 


RMCCEPTING the belief that dis- 
2h) play space should be used to 
aNg! attract attention with the view to 
creating sales and_ establishing 
store character, it seems that the value of 
this space upon sales follows in this order: 
Windows, tops of display cases, interior of 
display cases, wall space and ceiling space 
suitable for suspending displays, signs and 
bulletins. 

The actual. value of display space is hard 
to determine. ‘The merchandise shown, its 
seasonableness, and method of display in 
addition to creating sales proportionate to 
timeliness, attractiveness and values offered, 
have an influence upon the total amount of 
store business. From display space most 
people form opinions about stores. These 





opinions and impressions are usually cor- 
rect, as the use of and treatment of display 
space is invariably indicative of the mer- 
chants ideas and standards. 

Where you find display space expressing 
careful thoughts, original and good ideas 
presented in an easy-to-accept way, you will 
find good merchandise intelligently handled. 

From your use of store display space your 
trading world receives impressions similar 
to those you form about individuals as you 
not their exterior cleanliness and appear- 
ance. 

Window display space is valuable. It 
is your invitation to the public to enter your 
store. It should be original and engraved. 
Manufacturers and distributors are offer- 
ing so much display material that it’s no 
longer a question of obtaining material, but 
one determining what of the plenty to 
use. 

Unfortunately, tons of display material 
finds its way to waste baskets and paper 
eondensors and will continue to do so until 
some manufacturers and their advertising 


agents learn more about the retail division 
of the hardware business. Competition for 
display space is keen and, as the space is 
limited, only the best of material finds its 
way to the windows and cases of the better 
stores. Many pieces of display material 
that are not just right but seem too good to 
throw away remain in stockrooms until 
their usefulness is past. 

The use of good display material helps 
retail hardware merchants to improve their 
position in the main street merchandising 
procession, which is always moving forward. 

As window trims, display and advertising 
cards are designed to occupy the most valu- 
able space owned by the retail merchant, 
the character and quality of this material 
when used affects his store standing and 
adds to or detracts from “Good Will.” It 
is quite pertinent to the subject to intro- 
duce the thought of responsibility as well as 
the bearing display material has upon that 
mooted question “the cost of doing busi- 
ness,’ which is regulated by SALES, and 
which display material is supposed to 
promote. 

Rematks about this phase of display 
material should be accepted and comments 
offered as food for thought, rather than 
criticism. F’ew men are blessed with the 
creative sales idea and the knowledge of 
how to present it. The combination is 
rare, so it is up to the retail merchant to 
weed out the mass of display and advertis- 
ing material he receives and, with the real- 
ization of the effect upon his public and its 
bearing upon his total business, try to use 
the material suitable to his store and 
purpose. 

Yes—I think Judge Landis and Will 
Hays should share their pedestals with 
qualified censors of advertising material for 
each industry. 
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Economy Drive May Mean Half Billion 


Tax Cut 


Nearly $200,000,000 Appropriated by Congress to Go Back Into 
Treasury—Canada Plans Tariff Changes of 


Washington, April 20, 1925. 

HE cheering announcement is 

made by no less an authority than 

Senator Charley Curtis of Kan- 
sas, the majority leader of the Senate, 
that the prospective surplus for the 
fiscal year beginning July 1 next to- 
gether with certain economies inaugu- 
rated by the Budget Bureau _ will 
justify a tax cut next winter of a 
round half-billion dollars. If Congress 
authorizes this lifting of the taxpayers’ 
burden, as it probably will, it will mean 
the heaviest as well as the most com- 
prehensive slashing of taxes since the 
signing of the armistice. 

Secretary Mellon estimates a 
Treasury surplus of $330,000,000 on 
June 30, 1926. To this Senator Curtis 
adds approximately $175,000,000 to be 
saved through economies in govern- 
mental administration. 


President Points Ways to Save 


The money which the departments 
are to save has already been appro- 
priated; hence it does not appear in 
the prospective surplus. But Presi- 
dent Coolidge has put every member 
of his Cabinet on the job of whittling 
down the expenditures of the coming 
fiscal year and by the example set in 
reducing the cost of operating the 
executive office in the White House 
he has shown what can be done in 
the way of turning back into the 
Treasury money appropriated by Con- 
gress. 

Consolidation is the watchword of 
the hour. Every department chief is 
seeking to reduce the number of sec- 
tions in every division, the number of 
divisions in every bureau and, were it 
not for the fact that the bureaus are 
specifically authorized by Congress, 
ene would be still further consolida- 
tion. 

Taxpayers to Reap Benefit 


It is amazing how the national ex- 
penditures have risen since Speaker 
Tom Reed called attention to the fact 
that the Fifty-fourth Congress had au- 
thorized the appropriation of the fabu- 
lous sum of a billion dollars in two 
years, a performance which he thought 
was but partially justified by the state- 
ment that after all this was a billion 
dollar country. While the President 
has no thought of reducing expendi- 
tures even to a pre-war level he is 
determined to cut them down wherever 
possible and give the taxpayers the 
benefit of the savings. 

If the tax burdens are actually lifted 
to the extent of a half billion dollars 
at the first session in the new Congress 
it will mean not only that reduction 
program heretofore outlined will be 





Interest to Uncle Sam 


By W. L. Crounse 


carried through but that both normal 
individual income taxes and surtaxes 
can be cut to a figure not heretofore 
contemplated. It is even _ possible, 
especially if an extra session is called 
in October, that Congress may au- 
thorize a substantial reduction in the 
taxes paid in 1925 on 1924 incomes. 

A joint resolution providing for such 
an abatement of the 1924 taxes would 
probably authorize taxpayers to take 
credit for same in paying the final in- 
stallment on Dec. 15. It is hardly to 
be hoped that Congress will authorize 
the full remission of the Dec. 15 pay- 
ment which would amount to 25 per 
cent of the 1924 taxes. 


Court Battle Over Publicity 
for Tax Returns 


BATTLE royal has been waged in 

the United States Supreme Court 
during the past week concerning the 
publicity of Federal tax information 
including especially the publication in 
the newspapers of the amounts of in- 
come tax paid by individuals. In 
every suit commenced against news- 
papers for the publication of tax in- 
formation the Government has been 
badly beaten. 

Whatever the outcome of the case in 
court President Coolidge and Secretary 
Mellon will do everything in their 
power to bring about the repeal of the 
provision of the last tax reduction law 
permitting public inspection of 
amounts paid by taxpayers. The 
House Ways and Means Committee 
will be controlled by the administra- 
tion forces and is almost certain to 
report a bill repealing the publicity 
provision. 

The repeal bill may even go further. 
It may also rescind the provision of 
the act of 1924 which authorized the 
committees of Congress to call upon 
the Secretary of the Treasury to fur- 
nish for their inspection original tax 
returns or any information desired 
from such returns. 


Repeal Bill Will Be Opposed 


There is rough sledding ahead of 
this repeal bill. The so-called pro- 
gressives in both houses will fight it 
tooth-and-nail and while the radical 
group no longer controls either house 
it is obvious that if a few of the so- 
called independent Republicans who 
ordinarily support the administration 
but occasionally desert the ship swing 
over to the radicals the repeal bill may 
be so amended as to provide additional 





publicity instead of restricting or pro- 
hibiting it. 

The administration will fight hard to 
prevent Congressional smelling com- 
mittees from being allowed to make 
further raids on the Internal Revenue 
Bureau for tax information to be used 
either in assaults upon the Treasury 
or for partisan campaign purposes. A 
very lively scrap over this issue is in 
prospect and it will take all of Presi- 
dent Coolidge’s pull with his party in 
Congress to keep the majority in line. 


Canadian Tariff Changes 
Affecting U. S. 


HE Canadian Minister of Finance 
= has just presented to the Dominion 
Parliament a new tariff project. 

In addition to jacking up the rates 
of duty on coal, of which the United 
States is the principal source of sup- 
ply, the Finance Minister’s project 
provides that bituminous coal imported 
for the purpose of being converted 
into coke intended for export will here- 
after be allowed a customs drawback 
of 99 per cent. As coking plants are 
being established in Ontario and Que- 
bec this drawback is a concession that 
will almost offset the increase in the 
proposed duty on slack coal. The coke 
thus manufactured is designed for 
shipment to the United States. 

Freight wagons, drays, sleighs and 
complete parts thereof will pay an im- 
port duty of 25 per cent with a pre- 
ferential rate of 17% per cent in 
favor of British products. Farm 
wagons and sleds and logging wagons 
and sleds will pay .10 per cent with a 
preferential rate of 5 per cent on Brit- 
ish products. 


Novel Drawback Provision 


Another drawback provision allows 
99 per cent of the duty paid on im- 
ported materials used in the manufac- 
ture for export of fertilizer machinery, 
rolled iron or steel tubes and well- 
drilling machinery. A_ novelty has 
been introduced into the Minister’s 
project of a drawback of 50 per cent 
on materials used in the manufacture 
of engines used in the manufacture of 
boats intended to be exported. 

The Canadian sales tax comes in for 
numerous amendments in connection 
with the proposed overhauling of the 
tariff. Well-drilling machinery, en- 
gines for boats owned by individual 
fishermen, lasts for boots and shoes, 
including rubber footwear, and a num- 
ber of additional articles are exempted 
from the sales tax. 
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The Finance Minister also proposes 
to amend the Dominion anti-dumping 
law. As revised this measure will 
provide that if the actual selling price 
of a foreign product to an importer in 
Canada is less than the value of the 
article for customs duty a special duty 
shall be levied according to the differ- 
ence; such duty to be levied without 
regard to whether the article is other- 
wise dutiable. 


Exemption for Small Differences 


In order that this provision may not 
be irksome it is provided that the cus- 
toms department may grant exemption 
if the difference between selling price 
and value for customs duty is small. 
It is understood that the leeway thus 
allowed will not exceed 5 per cent. 

The Finance Minister has hit upon 
a novel method of raising revenue by 
assessing an export duty on electric 
power produced in Canada and trans- 
mitted by wire to the United States. 
This duty will be levied at the rate of 
3/100ths of one per cent per kilowatt 
hour which is estimated to be equal to 
$1.95 per horsepower per year. 

The Minister figures that this duty 
will yield $400,000 per annum on the 
present export of power but admits 
that for several years to come this 
tax will be paid chiefly by the Canadian 
producers as they are supplying power 
to American concerns on the basis of 
long-time contracts under which the 
users are guaranteed against Canadian 
imposts of any kind. 


It is already rumored that the De- 
partment of Commerce is looking into 
this question of taxing exports of 
power with the view to determining 
whether the United States is in posi- 


Household Brush Set Will 
Appeal to the Housewife 


A very seasonable offering is coming 
from the Jean Caro Products Co., Free- 
port, Ill., in the form of its “Six for 
One Household Brush Set.” Six brushes 
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HOUSEHOLD BRUSH SET 


Ask the Clerk 
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in various sizes and shapes that can 
find their ways into what are inacces- 
sible places with the ordinary straight 
brush. They are adaptable for many 
uses in both city and country homes. 
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tion to retaliate in kind. Tariff ex- 
perts of the department are of the 
opinion that the constitutional provision 
which prevents Congress from levying 
export duties would prevent the direct 
imposition of a tax on exported power 
but obviously there are other methods 
of retaliation that might be employed. 


Program of National Cham- 
ber’s Annual Meeting 


HE program for the Thirteenth 

Annual Meeting of the United 
States Chamber of Commerce to be 
held in Washington, May 20-23, em- 
braces topics relating to many current 
economic problems. The questions to 
be discussed are international as well 
as domestic in scope. 

The proceedings at the annual meet- 
ing will take place largely in group 
sessions. These groups, eight in num- 
ber, are organized to represent the 
main divisions of American business 
enterprise. They are: Natural re- 
sources production, transportation and 
communication, finance, insurance, 
manufacture, distribution, foreign 
trade and civic development. 

The natural resources group, which 
deals with primary production, will 
give attention to agriculture, forestry 
and the coal situation. Under agricul- 
ture the discussion will center around 
cooperative organizations. 

The finance group will have before it 
the question of the Federal Reserve 


System. 

The insurance topics will all come 
up. Three subheads_ selected are 
life insurance, fire insurance and 


casualty insurance. 
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Price Protection Legislation May Be 
Discussed 


The domestic distribution group, 
dealing with merchandising problems, 
will give attention to subjects now be- 
ing studied by the National Distribu- 
tion Conference, which is operating 
under the auspices of the National 
Chamber and the Department of Com- 
merce. This meeting will take up the 
subject of the elimination of waste as 
a means of reducing distribution costs. 
Price protection legislation may also be 
considered. 

The foreign commerce group will 
undertake a survey of foreign competi- 
tion. The speakers will open the way 
for discussion of competition in the ex- 
port sale of particular commodities 
and for consideration of the form in 
which competition has appeared. 

The manufacturing group will go 
into the subject of industrial relations, 
the two following topics being pre- 
sented: “Incentives for Individual 
Production,” and “Employee Training.” 
Discussion here is designed to be the 
forerunner of an exhaustive research 
into these questions. 

The transportation and communica- 
tion group will take up several current 
transportation problems. It will con- 
sider traffic regulation in metropolitan 
areas; the question of motor carriers 
in interstate commerce, and other 
phases of regulation of motor carriers. 


Housing will be considered by the 
civic development group meeting. This 
question, in the opinion of the Cham- 
ber’s Civic Development Department, 
is vital at this time because of the 
effects of the shortage of housing in 
industrial areas. 


Furniture for the Little Folk 


Pleasing children by putting on the 
market a Junior Furniture Set is one 
way that the Gold Medal Camp Furni- 
ture Mfg. Co., Racine, Wis., has for 
attracting greater attention to their 
— line, besides meeting a real 
need. 























an attractive window by displaying 
part or all and, if space permits, add- 
ing a tent to the scene. The fine sum- 
mer weather coming along, suggests 
this out of doors setting. 

While Gold Medal Furniture may be 
considered by many as camp furniture 
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The Junior Set is made up to the 
regular standard of this company for 
comfort and good looks, ruggedly built 
to stand the romping and sky-larking 
of boys or girls of 10 or 12 years. 

The set consists of cot, chair, stool 
and table which may be arranged into 
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others find it appropriate for yard, 
porch, sun-parlor and indoor use. 
The Junior Set is packed in cartons 
with sufficient space allowed for carry- 
ing a small tent, as the manufacturers 
believe many will purchase tents also. 
Articles sold separately if desired. 
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Coil Winder for Radio Fan 


The No. 695 Coil Winder recently 
put out by Goodell-Pratt Company, 
Greenfield, Mass., should appeal to 


both amateur and professional radio 
set builders. 

It is an inexpensive machine that 
will ‘be found ideal for winding induc- 
tion and transformer coils for use in 





all types of radio circuits using 
cylindrical inductances. The winder 
takes tubing up to 4% in. in diameter 
and 7 in. in length. 

The cone shaped aluminum drive 
disks automatically center the cylinders 
placed between them, while the sliding 
disk is set and held in position by the 
sliding collar. The right hand face 
of this collar is finished at an angle and 
bears against the nib on the disk hub, 
so that any slippage of the disks is im- 
mediately transformed into a tighten- 
ing pressure on the cylinder. 

The spring on the spindle between 
the bearings is designed to prevent the 
coil from unwinding and releasing the 
tension on the coil wire. The lock can 
be released when desired by raising 
the loop end of the wire. 

The base, finished in black enamel, 
is substantial and can be fastened to 
any table or wench. ‘The disks are 
finished in red enamel and natural 
aluminum. All exposed steel parts 
nicely polished. Length over all, 14% 
in. Weight, 3 lb. 





Practical Radio Wrench Set 


A new item in the radio field is the 
Premax Radio Rench Set, just an- 
nounced by Niagara Metal Stamping 
Corporation, Niagdra Falls, N. Y. A 
unique method of assembling’ the 
wrenches keeps them all together to 
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prevent loss, and yet permits the re- 
moval of any size instantly for separate 
use. 

It consists of five handy flat wrenches 
said to fit all standard nuts from %- 
in. to %-in., and a long, narrow, strong 
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screwdriver, particularly adapted for 
small set screws on dials, phone plugs, 
etc. The wrenches are said to be de- 
signed and made by men with prac- 
tical radio experience and are con- 
structed of high grade steel, and case 
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hardened for wear and service. The 
large size wrench is in the handle of 
the screwdriver, this size fitting the 
nuts on single-hole condensers, rheo- 
stats, etc., for which the average radio 
builder seldom has a proper wrench. 
The sets are mounted on easel dis- 
play cards, twelve sets to the card, and 
are made to sell at a very low price. 


—_——_. + 


Floor Polisher Has Unique 
Features 


The demand for labor-saving devices 
for the housewife inspired the inven- 
tion and manufacture of the J. C. 
Waxer and Polisher by John S. Clem- 
ent Co., Inc., Philadelphia, Pa. 

It is a box-like arangement with a 
long handle attached. As the fountain 
pen carries its reservoir of ink, so this 
does of wax, and much or little may 








be ejected by the light pressure of the 
foot on the top of the box. An appli- 
cator at each end on this same under 
side serves to spread and rub the wax 
into the floor as the polisher is moved 
about. When ready for the finishing, 
the handle is raised, the “box” reverses 
itself to the smooth felt covered sur- 
face of its top and with little extra 
effort the floor is said to take on a 
beautiful lustre. It is claimed the 
equipment is easily operated, light in 
weight, and holds a pint of wax, suf- 
ficient to polish 1000 sq. ft. of surface. 

The liquid wax is said to clean, pre- 
serve, polish and beautify—sold in 
pints, quarts and gallons. 
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Unique Washing Machine 
Will Appeal to House- 
wives 


The engineering staff of the Wood- 
row Mfg. Co. has spent two years in 
developing the new rust-proof Wood- 
row Vertical Oscillator. est 

There are no moving parts inside 
the tub—the snappy vertical motion of 
the tub itself sends the water surging, 
plunging through the clothes. 

The tub is of heavy copper, with 
inside tinned and protected by a heat 

















retaining, galvanized steel jacket fin- 
ished in a permanent enamel. 

There are points which are said to 
add years of service, such as Timken 
and Hyatt bearings, a sure-fire oiling 
system, sturdy machine cut steel spur 
and bevel gears, a_ positive clutch 
which engages smoothly, and vanadium 
steel compensation springs. 


————_- 


Supertron Radio Tube to 
Retail at $2.00 


For the purpose of filling the de- 
mand for the popular priced radio 
tube that is suitable for all types of 
circuits and which will fit standard 
sockets, the Supertron Mfg. Co., 352 
Union Square, New York City, has re- 
duced the price of the Supertron tube 
to $2. 

The Supertron Mfg. Co. has been 
manufacturing radio tubes for many 
years, and the Supertron is made in 
the standard 201A, 12 and 99 types, 
and is of the low filament consumption 
type. 7 

The Supertron tube is guaranteed 
by a serial number, thus affording as- 
surance that the company is willing to 
stand back of its product. The low 
price at which the tube is now being 
marketed is made possible by the fact 
that the company’s output is on a 
quantity basis. 
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North Jersey Hardware Ass’n 
Opposes Paint Plan 


Frank Hegner, President of Pittsburgh Hdw. Ass’n, 
Delivers Principal Address 


HE adoption of a resolution condemning the Partial Payment 
Paint Plan and an address by Frank Hegner, of the Hegner 
Hardware Co. of Sewickley, Pa., and president of the Pittsburgh 
Hardware Association, were features of the regular meeting of the 
North Jersey Hardware and Supply Association, held at the Down 


Town Club, Newark, April 14. 


In addressing the meeting, which was 


attended by thirty-five members and presided over by Arthur Manser 
of Summit, Mr. Hegner outlined the merchandising methods respon- 
sible for the remarkable growth of his retail business during the 


past few years. 

Mr. Hegner told the members that a 
merchant who wants business must go 
out after it, and that it cannot be ex- 
pected to come in of its own accord, 
and he described how successfully this 
policy had worked out in his own case. 
He also recommended a consistent pub- 
licity policy, and stated that he em- 
ployed newspaper, novelty and direct 
mail advertising. This latter, he stated, 
he had found particularly potent. 
Dealers’ helps are also employed in his 
business and have been found an ef- 
fective means of increasing sales. 

The importance of an adequate book- 
keeping system was stressed by Mr. 
Hegner, who urged dealers to sys- 
temize their business and not to be 
afraid to go to the banks to borrow 
money. It’s a poor plan, Mr. Hegner 
said, to leave money in the bank that 
should be used in expanding the busi- 
ness. He urged dealers to give finan- 
cial statements to their jobbers as well 
as to their banks. The dealer must also 
watch his credits carefully, and Mr. 
Hegner told how his own books were 
gone over monthly and a rigorous col- 
lection policy pursued. Last year, he 
stated, his company’s losses from bad 
debts were only $184.31. 

Mr. Hegner pointed out that in the 
case of a father and son being engaged 


San Francisco Toy Fair 
May 25 to 29 


San Francisco’s first toy fair will be 
held May 25 to 29. Buyers from all 
parts of the West, particularly the Pa- 
cific Coast territory, are expected to 
visit San Francisco during Toy Week 
to take advantage of the special oppor- 
tunities that will be offered. Manufac- 
turers’ representatives, jobbers and re- 
tailers will have special displays on ex- 
hibition during the last week in May at 
their sample rooms, offices, stores and 
warehouses, and other displays will be 
exhibited at the Palace Hotel, Market 
and New Montgomery streets. 

A prominent toy manufacturers’ rep- 
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in. business, or where brothers are in 
partnership, it was poor policy for one 
to shoulder the main responsibility and 
that in the interests of all concerned 
it should be equitably distributed. 

In the matter of window displays he 
favored the concentrated type of trim 
as against the miscellaneous display. 
Windows should be changed often, he 
said, Friday being selected as the day 
in his own store. 

He urged dealers to take a greater 
interest in their association activities. 
Business ethics today are higher than 
twenty-five years ago, he stated, and 
attributed this to the entry of the 
younger generation in business and to 
the more intelligent study of underly- 
ing conditions and to the growing spirit 
of cooperation. 

Following Mr. Hegner’s address, Sha- 
ron D. Jones, secretary of the PASHA 
Association, paid a tribute to Mr. Heg- 
ner and to his ability as evidenced by 
the remarkable growth of his business 
in a particularly difficult territory. Mr. 
Jones also urged that the meeting ex- 
press itself regarding the Partial Pay- 
ment Paint Plan, and a resolution con- 
demning the plan as contrary to the 
best interests of the retail hardware 
trade was unanimously adopted. 


resentative, in speaking about the first 
| annual toy week to be heid in San Fran- 
cisco, said: 


“For years the New York Toy Fair 


/has been the recognized buying market 


in the United States. Its supremacy is 
still unchallenged. But the rapidly in- 
creasing importance of other metro- 
politan areas has tended to divide the 
interest in sections that are removed 
reographically from the Atlantic sea- 
board. The Chicago Toy Fair Week 
serves for the middle western territory, 
as the New York market does for the 
East. Now the Pacific Coast is to have 
a Toy Week of its own, and we believe 
it will prove as successful in its way as 
the Chicago and New York fairs have 
in their respective localities.” 
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Westinghouse Acceptance 
Corporation Is Organized 


‘As an expansion of its service to 


electrical dealers and appliance manu- 


facturers, the Westinghouse Electric & 
Mfg. Co. announces the formation of 
the Westinghouse Acceptance Corpor- 
ation, a $2,000,000 enterprise, to assist 
buyers of Westinghouse products in the 
financing of time payment sales of 
their apparatus. 

G. Brewer Griffin, recently manager 
of the Westinghouse automatic equip- 
ment department, will have active 
charge of the new company as vice- 


president and general manager. The 
Acceptance Corporation was recently 


_incorporated under the laws of Dela- 


| ware, 














All stock so far issued has been 
subscribed for by the Westinghouse 
Electric & Mrg. Co. 

According to Mr. Griffin, the Accept- 
ance Corporation was, in the main, 
formed to furnish a more complete low 
cost simplified service to those provid- 
ing the sales outlets of Westinghouse 
apparatus. The financial service to 
dealers and manufacturers will assure 
more rapid and profitable turnover of 
their capital involved in time-payment 
transactions and at the same time pro- 
vide a cooperative service to expand the 
volume of the time-payment business 
of the dealers. 

Mr. Griffin is an active figure in the 
electrical industry and has held execu- 
tive offices in several important trade 
associations. He has been identified 
with the Westinghouse company for 25 
years. His offices and operating forces 
are located at the East End Trust 
Building, Pittsburgh. Branch offices 
later will be opened in other cities. 

The complete personnel of the new 
company is as follows: E. M. Herr, 
chairman of the board; F. A. Merrick, 
president; G. Brewer Griffin, vice-presi- 
dent and general manager; H. F. Baetz, 
vice-president and treasurer; James C. 
Bennett, controller and_ secretary; 
Warren H. Jones, assistant secretary; 
S. H. Anderson and L. W. Lyons, as- 
sistant treasurers and secretaries; F. E. 
Craig, general auditor; W. B. Covil, 
Jr., and Patterson, assistant 
general auditors. 

The board of directors includes Gen. 
Guy E. Tripp, E. M. Herr, F. A. Mer- 
rick, H. F. Baetz, C. Brewer Griffin, W. 
S. Rugg, J. J. Jackson, Jas. C. Ben- 


nett and L. W. Lyons. 








Two Wisconsin Dealers Die 


Wisconsin has lost two hardware 
merchants in the deaths of Vincent 
Kubly, Madison, and J. J. Keopsell, 
Sheboygan. Both died recently and 
were members of the Wisconsin asso- 
ciation. Mr. Kubly was 51 years old. 
Mr. Keopsell was very active on the 
school board of his town. 














April 238, 1925 


HARDWARE AGE 








OF THE TRADE 





Keith-Simmons Co. Buy 
Gray & Dudley Jobbing Dept. 


The Keith-Simmons Co., Nashville, 
Tenn., has purchased the wholesale 
hardware business of Gray & Dudley 
Co., Nashville, Tenn., who sold this end 
of the business to permit greater con- 
centration on the manufacturing of 
stoves. Gray & Dudley Co. have been in 
the wholesale hardware business for 63 
years and have been manufacturing the 
Washington Home Furnace for 20 years. 
The Keith-Simmons Co. do not take 
over the business until July 15, 1925. 

Officers of the Gray & Dudley Co. 
are: John M. Gray, president; Houston 
Dudley, vice-president; W. A. Griswold, 
secretary, and H. D. Hill, treasurer. 
The Keith-Simmons Co. is a partner- 
ship composed of Walter J. Keith and 
W. J. Simmons, who have been hard- 
ware jobbers for 25 years. 





Banister & Pollard Hold 1925 
Hardware Exposition 


Banister & Pollard Co., Newark, N. 
J., celebrated its 1925 hardware exposi- 
tion March 30 to April 4. Well known 
hardware manufacturers displayed their 
lines at this time. The company used 
full-page advertisements in local news- 
papers. 
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Moore Push-Pin Co. 
brates Twenty-fifth 
Anniversary 


The Moore Push-Pin Co., Wayne 
Junction, Philadelphia, Pa., manufac- 
turer of push pins, thumb tacks, etc., 
recently celebrated its twenty-fifth an- 
niversary. The business was founded 
by the late Edwin Moore, whose single 
associate was William P. Mills, who is 
row president and general manager of 
the company. Mr. Moore died March 
28, 1916. Other officers are: John E. 
Magerl, vice-president; H. C. Swart- 
ley, treasurer, and E. J. Cummings, 
secretary. 


Cele- 





Wassell Buys Vandalia Store 
Known as McCarroll & Hitch 


The firm of McCarroll & Hitch, Van- 
dalia, Mo., hardware merchants, has 
been changed to Wassell Hardware Co. 
Mr. Wassell, who has taken over the 
business, has been with the Winchester- 
Simmons Co. for 24 years. The firm he 
has purchased has also been in business 
for 24 years. 





Marble Issues Catalog 


The Marble Arms & Mfg. Co., Glad- 
stone, Mich., has issued a new catalog 
covering the company’s full line of out- 
ing equipment. There are 24 pages, 
well illustrated. 




















“Ladies’ Night” Celebrated by 


Baltimore Association 


There was a large and enthusiastic 
gathering in response to the call of 
President Ernest Johannesen of the 
Baltimore Retail Hardware Associa- 
tion at the Virginia Dare Café on the 
evening of April 14. This was “Ladies’ 
Night” and their presence gave the 
finishing touch to all that could be 
desired at the dinner served prior to 
the business meeting. The Paramount 
Serenaders, an orchestra composed of 
local hardware men, rendered pleasing 
musical numbers throughout the well 
balanced program. 

President Johannesen called atten- 
tion to the commendable results of local 
association work involving trade ex- 
pansion and introduced H. Findlay 
French of the Industrial Bureau. Mr. 
French outlined plans made by his 
organization involving opportunities 
for Baltimore hardware interests. He 
called attention to the large manufac- 
turing establishments lately located in 
the city and to the remarkable recent 
growth of the outlying sections to which 
Baltimore is the logical feeder. 





James M. Rose, secretary of the 
Philadelphia Retail Hardware Associa- 
tion, spoke on the “Glorified Peddler” 
and other retail problems. He referred 
to the negative and affirmative human 
characters who destroy or build and 
the great crying necessity for the 
affirmative, good business building type, 
who make up the successful trade or- 
ganizations. 

W. Glenn Pearce, assistant secretary 
cf the Pasha, showed several “Balti- 
more Stars” and their places of busi- 
ness in moving pictures. This proved 
very entertaining and the pictures had 
certain educational values that were not 
lost sight of. Additional reels were 
shown by courtesy of the E. C. Atkins 
Co., which were clear in their revelation 
of the crosscut saw and its advance- 
ment from the primitive copper device 
to the modern scientific product. J. 
E. Johnston of the E. C. Atkins Co. 
used his trusty bow and produced 
melody from a hand saw. The Balti- 
more Association is now laying plans 
for the annual outing. 





“Own Your Own Home” 


Exposition in New York 


New York City will hold its seventh 
annual “Own Your Own Home Exposi- 
tion” Saturday, April 18, to Saturday, 
April 25, at the Sixty-ninth Regiment 
Armory. Special programs have been 
arranged for each day. The exposition 
has received the official indorsement and 
approval of President Coolidge, Mayor 
Hylan and Secretary Hoover. 

Special exhibits have been arranged 
to interest those who attend. The ex- 
position is being held under the aus- 
pices of the Real Estate Boards of the 
Metropolitan District. 





Steinman Hardware Cele- 


brates 181st Anniversary 


The Steinman Hardware Co., Lan- 
caster, Pa., is celebrating its 18lst an- 
niversary. A _ special edition of the 
Lancaster “New Era” was published in 
recognition of this anniversary. Syl- 
vester Z. Moore, president of the Stein- 
man Hardware Co., is also president of 
the Kirk Johnson Co. of that city. The 
Kirk Johnson Co. has been in existence 
41 years. 





Murray Products Co. Opens 


San Francisco Office 


The Murray Products Co., Cleveland, 
Ohio, manufacturer of juvenile vehicles 
and wheel toys, has opened a Pacific 
Coast office at 320 Market Street, San 
Francisco, Cal., with Kenneth L. Sted- 
man in charge as Pacific Coast man- 





ager. Stock will be carried and Mr. 
Stedman will have charge of sales in 
the territory west of Denver. 


Brooklyn Will Oberve Clean- 
Up-Paint-Up Campaign 
The Borough of Brooklyn, New York 
City, will observe the annual Clean-Up 
and Paint-Up Campaign May 11 to 
May 23. The movement has the co- 
operation of the Chamber of Com- 
merce, Brooklyn Retail Hardware 
Dealers Association and various other 

business and civic organizations. 

At the suggestion of R. J. Atkinson, 
members of the Brooklyn association 
will cooperate with appropriate window 
displays. 


Van Voris Distributes First 


Issue of Store Paper 


I. Van Voris & Sons, Cobleskill, N. 
Y., hardware merchants, have distrib- 
uted the first copy of their store paper, 
which is called “The Hardware News.” 
The paper contains an editorial on the 
first page. The remaining five pages 
are devoted to advertisements on the 
company’s lines. Each item is wel! 
illustrated. 


Metal Branch of N. H. A. 
Will Meet in Cleveland 


The Metal Branch of the National 
Hardware Association will hold its 
fourteenth annual meeting Friday and 
Saturday, May 15 and 16, at Cleveland. 
Secretary George A. Fernley announces 
the Hotel Cleveland as headquarters. 
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General Market News 
Spring Hardware Active; —— eae 
2 ‘ Onown in 1icazgo 
Staple Lines Selling; Territory 


Collections Fair 


PRENG merchandise continues to be very active in all 


hardware markets. 


Staple items are also selling in 


good quantities in practically all sections except the 


Pittsburgh area. 


Prices generally are very firm. Some advances are being 
made on builders’ hardware, for which there is a fairly 


good demand. 
volume. 


Building appears to be 


increasing in 


The average retail stock is not very heavy at the present 


time, according to reports received. 


fairly brisk. 
Collections are fair. 


_ 


New Prices on Crowbars 


and on Blind Staples 


New York jobbers announce the new 
price on crowbars as being 9% cents 
per pound. New prices on blind staples 
are: % in., 27 cents; % in., 25 cents; 
5% in., 24% cents; % in., 24 cents. 

These prices are per pound. 

There are no other important price 
changes available at press time. 





Few Price Changes in New 
England Market 


Price changes in the New England 
hardware market are few and about 
evenly divided between advances and 
declines. Copper rivets have advanced 
about 10 per cent, screw hook hinges 
15c. per ewt., and wringer rolls 15 per 
cent. Prices on competitive lawn- 
mowers have dropped back about 25c. 
per mower, and quotations on garage 
hardware and square bevel lock sets 
are being shaded. 





Sales Ahead of 1924, Say 
Cincinnati Jobbers 


Cincinnati jobbers state that their 
volume of business in most cases is 
slightly ahead of the same period in 
1924. They have experienced a satis- 
factory increase in their sales since 
April 1 and expect to have a propor- 
tionate increase in the next two weeks. 

Retailers are not inclined to stock 
heavily in anticipation of future re- 
auirements. They are buying in a 
hand-to-mouth fashion, only stocking 
sufficient merchandise to fill imme- 
diate requirements. This policy has 


resulted in a large volume of orders 
being booked by local jobbers, but the 





Pick-up business is 


—— = 


tonnage in most cases is light. Ship- 
ments to dealers have been fairly good. 

Retailers in Cincinnati report that 
they have had a good increase in their 
business in the past two weeks. The 
weather has been favorable for ex- 
pansion of building operations and the 


| activity in this field is reflected in im- 


' proved sales by hardware dealers. 








nearly all 


Standard items are moving at a nor- 
mal rate. Seasonal goods are moving 
well. Prices in general are firm, al- 
though there has been shading of 
quotations in prices of rope and bolts 
and nuts. 


Trade Improvement Found 
in the Northwest’ 


With spring work well under way in 
localities, dea'ters in the 


| Northwest are finding a good improve- 


ment in trade. The first rains of the 
year have been experienced and the 


‘immediate results seem to be general 


encouragement and better’ business. 
Building still is slow in the larger 
centers, although the season is well in 
advance of many years. 


Collections are still sluggish, await- 


ing the starting of many lines of busi- 








ness. 


ee ee 


N. Y. Consumer Demand Is 
Improving. 


Consumer demand on spring goods is 
improving daily. The increase in sales 
is not heavy, but is very consistent and 
therefore encouraging to the retail 
trade in the metropolitan area. Job- 
bers’ sales are growing in size. 

New prices were announced on crow- 
bars and blind staples. There are prac- 
tically no important price changes in 
this market at press time. 

Collections are fair. 








Business, both in a retail and whole- 
sale way, continued to show a very 
satisfactory improvement in the Chi- 
cago area during the past week and is 
reported to be running considerably 
ahead of the same period last year. So 
far, weather conditions have been ideal 
for spring farm work and predictions 
are being made for a good crop year. 
Summer merchandise is in good de- 
mand and orders for fall goods are 
being placed in fair volume. 

With the exception of two slight 
changes, prices have remained station- 
ary, and while the market is very firm 
no advances are expected at this time. 

Construction activity is unabated and 
new road building programs are being 
put into effect, with the result that 
materials are in heavy demand and 
the market is extremely strong. 





Westinghouse Price List on 
Electric Ware and Ranges 


The Westinghouse Electrical Mfg. 
Co., through its merchandising depart- 
ment at Mansfield, Ohio, has issued a 
new price list on Westinghouse electric 
ware and automatic ranges. Prices 
given are list and become effective 
April 10, 1925, superseding previous 
price list dated Dec. 26, 1924. The items 
shown are found in the company’s cata- 
log 44A and 44B. 





Activity Less in Certain 
Trades 


Various good points in the business 
situation are reported by Dun’s, but evi- 
dence of a contraction of activity in 
some directions has become more dis- 
tinct. A further decrease in produc- 
tion has occurred in certain of the prin- 
cipal lines, as in iron and steel and tex- 
tiles, and prices for different commodi- 
ties, particularly for metals, are still 
declining. 

The current readjustments in manu- 
facture are not surprising after the de- 
cided expansion of earlier months, yet’ 
they show that output has been exceed- 
ing consumption and that demands have 
not increased to the extent anticipated. 
With adequate supplies readily obtain- 
able in most instances, there has been 
no incentive for buyers generally to 
operate far ahead, and the easing of 
prices has accentuated the disposition 
to limit orders chiefly to immediate or 
nearby needs. 

There is sharper competition in vari- 
ous branches of business, yet better 
earnings for the first quarter are dis- 
closed by such financial statements as 
have appeared, and the strong funda- 
mental conditions are a _ favorable 
augury. 
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Cincinnati Sales Ahead of Last 
Years—Improving Demand Reported 


(Cincinnati office of HARDWARE AGE) 
Cincinnati jobbing houses reveals 
that their sales have been slightly ahead of the cor- 
responding period in 1924, although there are sev- 
eral cases in which the volume of business is about on a 
Jobbers feel that their sales 
Most concerns report that 
they have experienced an increase in sales during the past 
ten days and they believe that there will be a proportion- 


[rekat the among 


par with last year’s trade. 
have been very satisfactory. 


ate increase during the next two weeks. 


As a general rule, retailers are not inclined to stock 
heavily in anticipation of future requirements. 
buying in limited quantities, only stocking sufficient mer- 
They are relying upon 
the jobbing houses to supply goods to them hurriedly 
This policy has resulted in a 
large volume of orders being booked by local jobbers, but 
Shipments to deal- 


chandise to fill immediate needs. 
should the occasion arise. 


the tonnage in most cases is light. 


AUTOMOBILE ACCESSORIES.— 
Business has shown only a little im- 
provement in the past two weeks. 
Orders are coming in slowly from deal- 
ers who are not inclined to anticipate 
future requirements to any marked 
extent. The volume of trade is about 
on a par with the same period in 1924. 
Although this territory has experienced 
a short season of warm weather, the 
sales of accessories has not increased 
much. The outlook is for a gradual 
improvement. Prices are steady with 
no changes reported. 
We quote from Cincinnati jobbers’ 
stocks: 
Spark plugs.—A. C. spark 
58e. each in lots of 10; A, 
Fords, 44c. each in lots of 10. Cham- 
pion X, 45c. each in lots of 10. Spe- 
cial assortment, A. C. 300 plug as- 
sortment, 220 A. C. Titan, 45c. each, 
and 80 A. C. for Fords, 36c. each; 


150 plug assortment, 100 A. C. Titan 
at 50c. each; and 50 A. C. for Fords 
at 38sec. each. 

Ford tail lamps, 35c. each; Ford 
head light lens, 30c. pair; Ford fen- 
ders, $7.20 set, 1 set to a crate; 
$6.75 set, 5 sets to a crate; Blow out 


plugs, 
C. for 


patches. 3-in., l7c.; 3%-in., 19c.; 
4-in., 22c.; 4%-i .. 27¢c.; Gate type 
luggage carriers, each, 95c. in lots 
of 6. 


BOLTS AND NUTS.—A fairly good 
volume of goods is moving at present, 
but jobbers are shading prices in order 
to obtain business. Dealers are not 
buying far ahead, preferring to rely 
upon jobbers’ stocks to fill their needs 


quickly. 
We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50, 10 


and 5 off; small, 50, 10, 10 and 5 off; 
carriage bolts, large, 50 and 5 off; 
small, 50, 10 and 5 off; stove bolts, 
79 and 5 off; semi-finished nuts, #%- 
in. and smaller, 75 off; larger sizes, 
65 off 
BUILDERS’ HARDWARE.—S ales 
have been improving in the past two 
weeks. Dealers have bought rather 
heavily in anticipation of a good spring 
business and the prospects for the next 
few months indicate that the volume 
of sales should reach a high point. 
Building operations locally have been 
slow in getting under way, but the 
warm weather of the past ten days has 
opened up activities. The number of 






































The weather 


They are 


construction projects under way is 
greater than during the corresponding 
period last year. Jobbers report that 
their business on builders’ hardware is 
about on a par with 1924 and, in sev- 
eral instances, is slightly better than a 
year ago. Prices have not been ad- 
vanced and stocks are in good condi- 
tion. 

We quote from Cincinnati jobbers’ 
stocks: 

Hinges.—Heavy, 60, 10 and 10 
off; light, 60, 10 and 10 off; Extra 
heavy T, 60, 10, 10 and 5 off. ; 

Hasps.—Common hinge, 70 off; 
safety hasps, 3-in., 95c. single per 
doz.; 4%-in., $1.25; 6-in., $1.75. 

Butts.—Steel, dull brass and an- 

copper, case lots, 3% x 3% 
. per pair net; 4 x 4, 28c. In less 
than case lots, 3% x 3%, 22c.; 4 x 4, 


0c. 

COASTER WAGONS.—Jobbers state 
that their sales have been spotty. Con- 
ditions are not as good as had been 
hoped for. Demand has fallen off and 
dealers are ordering only sufficient 
stock to meet immediate requirements. 
Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Auto-Wheel coasters rubber 
tired disc wheels, size 12 x _ 28, 
5.75; 14 x 32, $6.30; 16 x 36, $6.90. 

CLIPPERS AND SHEARING MA- 
CHINES.—Business has been fair. 
Dealers are relying upon immediate 
deliveries by jobbers rather than upon 
ordering in large quantities. Prices 
show no change and are firm. 


We quote from Cincinnati jobbers’ 
stocks: Stewart No. 1 clipping ma- 
chine, $14 list; one-man power shear- 
ing machine, $24 list; top plates No. 
90 and No. 360, $1.50 each list; bot- 
tom plates No. 99 and No. 361, $2 
list. Dealers’ discount 3314 per cent. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Jobbers state that they have 
experienced a slight increase in their 
orders during the past ten days. Busi- 
ness booked during the last month is 
about on a par with the same period 
in 1924. Prices are showing strength 
and are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$5.50 per 100 ft.; 28-gage, 3-in. cor- 
rugated conductor pipe, $5.75 per 
100 ft.; 3-in. corrugated conductor 
elbows, $2.16 per doz.; 29-gage, 3-in. 






































ers have been fairly good, although the conservative buy- 
ing policy of the retail trade has made it exceedingly 
difficult for the jobbers to move stock in large quantities. 

The retailers in Cincinnati report that they have had 
a nice increase in their business in the past two weeks. 
has been favorable 
building operations and the additional activity in this 
field is gradually being reflected by improved sales by 
hardware dealers. 
business that will run slightly ahead of April, 1924. 

Standard items are rhoving at about a normal rate, 
judging by shipments by jobbers. 
moving well, although lawn mower sales have not been as 
good as had been expected, due to the dry weather. 
Prices in general are firm, with several advances recorded. 
Shading of rope and bolt and nut quotations is a feature 
of the Cincinnati market. 


for the expansion of 


Present indications point to an April 


Seasonal goods are also 


corrugated conductor elbows, $1.51 
per doz. 

GLASS.—Sales have been only fair due 

to the slowness of building activities. 

Jobbers report an improvement in the 

past week. However, it does not look 

as if April will be as productive of busi- 


ness as jobbers had hoped for. Prices 


have become stronger. 


We quote from Cincinnati jobbers’ 
stocks: Single strength A and B first 
three brackets, 87 per cent discount; 
double strength A, 85 per cent dis- 
count; double strength B, 87 per cent 


discount. 
GALVANIZED WARE.—Demand is 
fairly satisfactory 


holding up to a 


level. Shipments by jobbers are con- 
tinuing at a steady pace. Prices are 
unchanged. 


We quote from Cincinnati jobbers’ 


stocks: Galvanized pails, 10-qt., $2.40 
per doz.; 12-qt., $2.70 per doz.; 14- 
qt., $3 per doz.; 16-qt., $3.60 per 
doz.; galvanized tubs, No. 1, $6.80 
per doz. 

GARDEN HOSE.—The dry weather 


that has prevailed in this territory has 
brought out a splendid demand for 
garden hose. Sales by jobbers have 
been heavy and the dealers report good 
buying by consumers. Stock is ade- 
quate and prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Double bfaided garden hose, 
full length, %-in., 8%4c. ft.; %-in., 
9l4c. ft.: %-in., 10%c. ft.; in 50-ft. 
lengths, %-in., Sic. ft.; %-in., 9%4c. 


ft.; %-in., 10%c. ft. 
GARDEN TOOLS.—Sales of hoes and 
rakes have held up to a good standard. 
Orders for other tools have been fairly 





good. Dealers have stocked well in 
anticipation of good business. Prices 
are the same and are firm. 

We quote from Cincinnati jobbers’ 
stocks: 

Hoes.—6'%-in. planter’s hoe, $7.40 
doz. regular socket hoe, first grade, 
$8.85 doz. 

Rakes.—Cronk’s 14-tooth, $8.50 
doz.; cheaper, 14-tooth, $4.75 doz.; 
best steel, 14-tooth, $8.50 doz. 

Spading Forks.—Cheaper, $9.60 
doz.; medium, $15.25 doz.; best, $18 
doz. 

Hay Forks.—Best grade, 6-ft., 
$13.50; second grade, 6-ft., $12.25 doz. 

HANDLES (AGRICULTURAL).— 


Orders in the past two weeks have not 
been as good as jobbers had expected, 








90 
but sales have been fair. Shipments 
to rural districts continue at an en- 


couraging rate. There has been no 
change in prices. 

We quote from Cincinnati jobbers’ 
stocks: 5 Ye~ft. hay fork, $3.20 doz.; 
6-ft., $4.20; 5%4-ft., bent, $3.80; 6-ft., 
bent, $4.80: 13%g-cotton hoe, $2.30 
doz.; 1%4-planter’s hoe, $3 doz. 


HAMMERS AND HATCHETS.—Trade 
is about normal. The spring business 
has been satisfactory and the outlook 
is good for future sales. Quotations 
are the same. 


We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $11.20 
doz.; hammers, No. 81, $10.50 doz.; 


Boy Scout, $11 doz. 
HAMMOCKS.—Dealers have begun to 
stock hammocks and sales are fair. 
Retail trade, of course, has not opened 
up in this territory. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: Cotton Hammocks, Standard 
makes, $15 to $54. 


ICE CREAM FREEZERS.—Dealers 
have been ordering in normal quan- 
tities for this time of the year. Re- 
tailers expect to have a good business. 
Prices are unchanged. 


We from jobbers’ stocks, 
White Mountain, 1- 
2-qt., $5.65 list; 3-qt., 
list; 4-qt., $8.25 list; 6-qt., 
8-qt., $13.50 list; 10-qt., 
. $21.55 list; 15-at., 
list, 20-qt., $33.20 list; 29 qt., 
Arctic, 1-qt., $4 list; 2-qt., 
 3-at., $5.55 list; 4-qt., $6.80 
$8.60 list; 8-qt., $11.10 list. 
above less 50 per cent dis- 


quote 


$4. 60 list: 
list: 6-qt., 
All the 
count. 


LAWN MOWERS.—The dry weather 
has retarded the sales of lawn mowers. 
Dealers have not to date had the eall 
for them that they had _ expected. 
Practically every retailer has a gener- 
ous stock on hand. Prices are the 
same and are firm. 





We quote from Cincinnati jobbers’ 
stocks: Common mowers, 14-in., $5.15 
each ; cheaper grade ball-bearing, 
$7.25 each; medium grade ball-bear- 
ing, $8.00 each; best grade ball-bear- 
ing, 14-in., $11; 16-in., $11.50. 

NAILS. increased 
demand during the past ten days. 


Shipments are holding up well. Prices 
have not varied from the quotations of 
two weeks ago. Dealers are not stock- 
ing far in advance. 


We quote from Cincinnati 
stocks: Common wire nails, 
per keg: cement coated nails, 
per keg. 


PAINTS AND OILS.—There has been 
a nice increase in sales in the past ten 
days. Jobbers have booked satisfac- 
tory business and retailers report that 
their trade is improving. An advance 
in the price of ready mixed house 
paints has been made recently. Other 
prices remain the same and are show- 
ing strength. 


jobbers’ 
$3.25 
$2.85 


| We 


| two barrel 
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from Cincinnati jobbers’ 
mixed house paints, 
linseed oil, single 
turpentine in 
white 
16c. 


quote 
Ready 
per gal.; 
$1.10 per gal.; 
lots, 93c. per gal.; 
and red lead in 500-lb. kegs, 
per lb., less 10 per cent. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Good sales have _ been 
made by jobbers in the past week. 
Shipments have been satisfactory and 
dealers are pleased with the consumer 
demand that has developed. Prices are 
strong, but show no change. 


Jobbers quote retailers, f.o.b. 
cinnati, a discount of 30 and 
cent on these prices. 


LIST PRICES 


Cook Stoves.—No. 
$17.39; No. 211, I 
212, 2 burners, $17.35; 
burners, $22; No. 214, 4 
No. 215, 5 burners, 
1102 high shelf only, $5.25; 
No. 1103, high shelf only, $6.50; No. 
1104, high shelf only, $8; No. 1105, 
high shelf only, $9.75. 
Rockweave wicks, 25c. each. 
Ovens.—No. 05, 1 burner, 
door, $2.10; No. 1 burner, 
door, $2.25; No. 020, 1 burner, 
burner, 


No. 10, 1 

No. 020, 2 burners, 

No. 20, 2 burner, 
burners, 


No. 030, 2 
No. 30, 2 burners, 


stocks: 
$3.00 
barrels, 


Cin- 
5 per 


2212, 9 


burner, 


Oil 
burners, 
$9.50: No. 
No. 213, 3 
burners, $28: 
$39.50; No. 


solid 

glass 
solid 
glass 
solid 
glass 
solid 
door, glass 
door, $5.70. 


Nesco water heaters, $45. 


REFRIGERATORS.—Demand from 
dealers has increased considerably and 


list price, 














| satisfactory. 


several excellent shipments have been 
sent to retailers in this territory. Re- 
tailers state that they are looking for- 
ward to a good season. Prices are 
firm and have not varied from former 
quotations. 


ROLLER SKATES.—tThe season for 
roller skates has brought out a heavier 
demand than many dealers had antici- 
pated. Sales have proved to be entirely 
Prices are the same. 


jobbers’ 
No. 6, 
pair. 


from Cincinnati 
stocks: Union Hardware Co.'s 
$1.62 pair; Nos. 4 and 5, $1.52 


ROOFING MATERIAL.—Sales have 
been fair in the past two. weeks. 
Building activities are opening up more 
extensively and this is expected to 
bring better consumer demand. Prices 
are the same. 


We quote 
stocks: 


Roofing 


We quote 





‘ 
from Cincinnati jobbers’ 
Paper.—Light standard, 
950¢ medium standard, $1.20: heavy 
standard, $1.45; Light Holdfast, 

$1.30; medium Holdfast, $1.55; heavy 
Holdfast, $1.80: K red and green 
slate surface, $1.95. 
Roof Coating.—Coal tar, 
barrel lots, 24c. per gal.; 
barrel lots, 27c. per gal.; coal 
crude, in barrel lots, 25c. per 
in half barrel lots, 28c. per gal. 
Roofing Cement.—In 1-lb. cans, 32 
to the case, 15c. per Ib. net; in 3-lb. 
cans, to the case, 13c.; in 45-lb. 
cans, to the case, lle.: in 10-lb. 
cans, - in 25-lb. cans, 9c. 


refined, 
in half 
tar, 
gal.; 


in 


12 
12 
10< 
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ROPE.—Owing to the fact that job- 
bers have contracts with their cus- 
tomers which cover their requirements 
until May 1, the prices here on rope 
have been under the market. There is 
practically no jobber who has attempted 
to hold to the regular quotations. De- 


_mand has been good for rope. 


SCREEN DOORS AND WINDOW 
SCREENS.—With warm weather ap- 
parently at hand the sales of screen 
doors and window screens by retailers 
has begun to increase. Jobbers report 
that their sales are better and ship- 
ments have improved. Prices are 
steady. 


We quote from Cincinnati jobbers’ 


stocks: Screen Doors.—No. 241, 2-8 x 
6- 8, $18.25 doz.; 2-10 x 6-10, $19.40; 3 
"ie * $20. 35; No. 281, 2-8 x 6-8, $19 
doz.: 2-10 x 6-10, $20: 3 x 7, $21; No. 
314, 2- 4 x 6-8, $25.70; 2-10 x 6-10, 
$27; 3 $28, Win dow Screens.— 
No. 1833, $4. vr doz.; No. 2433, $5.35. 


SCREWS.—Orders have been fair. 
Retailers are not carrying much stock 
on hand and are relying upon quick 
delivery by jobbers to fill their needs. 
Prices are unchanged. 

We quote from Cincinnati jobbers’ 
stocks: Flat head, bright screws, 80 
and 7% off list; round head blued, 
75, 10 and 10 per cent off list; flat 
head brass, 75, 10 and 6 per cent off 
vey round head brass, 75 and 10 off 
ist. 

SPORTING GOODS.—Jobbers have 
had a good call for baseball equipment. 
The interest in amateur baseball locally 
has been increasing each year and this 
has stimulated sales of gloves, bats and 
balls as well as uniforms and other 


equipment. Sales are running about on 
a par with last year. 
WHEELBARROWS. — Increased de- 


mand is reported by the retail trade. 


Shipments have been fair. Stock is 
adequate and prices are firm. 

We quote from Cincinnati jobbers’ 
stocks: Cheaper wheelbarrows, steel 
trays, $3.85 each; better grade, $5.10 
each; contractors’ barrows, $5.40 
each: concrete barrows, $6.10 each. 


WIRE GOODS.—Sales by jobbers have 
been fairly good in the past two weeks. 
Retailers state that their trade has 
been encouraging. Shipments at pres- 
ent are fairly heavy. Prices are stable. 


We from Cincinnati jobbers’ 
stocks: No. 8 black annealed wire, 
$3.15 per 100 Ib.; No. 9 galvanized 
plain wire, $3.60 per 100 Ilb.; catch 
weight spool galvanized cattle or hog 
wire, $3.25 per 100 Ilb.; 4-pt. gal- 
vanized hog wire, $3. 85 per spool; 
No. 9 po! lished fence staples, $3.75 per 


quote 


190 lb.; No. 9 galvanized fence staples, 
$4 per 100 Ib.; 12-mesh black wire 
cloth, $1.90 per 100 sq. ft., 12-mesh 


galvanized wire cloth, $32.20 per 100 
sq. ft.: galvanized before poultry net- 
ting, 50, 10 and 2% per cent discount; 
ealvanized after poultry netting, 50 
and 2% per cent discount. 





Unbreakable Ripping 


Hammer 
The Estwing Manufacturing Com- 
pany, Rockford, Ill., is adding a 16- 


oz. ripping hammer to its list of “Un- 
breakable” tools. 


A test that everyone is invited to 
make is to pull the head or clench of 
a 20d or 30d common nail through a 
piece of 2x 4 wood biting into the body 
of the nail. 


It is claimed the handles 


| 


|are stronger than the user. 
An unlimited guarantee of free re- 








placement against the tempered steel 


'handle ever breaking or coming loose 


_in the hardest use, rain, sun or dry 
| rot. 











Warren Street, 


Radio Catalog Is Issued by 
Masback Hardware Co. 


Masback Hardware Co., Ine., 82 
New York City, hard- 
ware jobbers, have issued a radio cata- 
log to the retail trade. Prices quoted 


are list, and a confidential dealer’s dis- 


count price is enclosed. In radio re- 
ceiving sets, Grebe, Gilfillan and Fresh- 
man are represented. A line of neces- 
sary accessories is also shown. 
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Business Slows Up in Pittsburgh Territory— 
Look for Improvement in Near Future 


(Pittsburgh office of HARDWARE AGE) 

XPECTATIONS of a continued expansion in hard- 

ware sales in this district lately have been jolted by 

a distinct falling away in the demand. The trade 
is somewhat at a loss to explain the change, since it was 
generally believed that the effect of the revision of ideas 
of 1925 business prospects had pretty well worn away 
and as business recently had shown an upward trend, the 
trade had got back onto the rails and was ready for 
It is unnecessary to offer re- 
minders of the fact that such price changes as have oc- 
curred in hardware items since late last year have been 
In the meantime, 
iron and steel prices have gone up and come down and 
the operative reasons in this instance are to be found in 
the fact that prices went a little too high for buyers to 
follow and this, coupled with the fact that the industry 
has been producing at practically the highest tate in its 
history, brought about overproduction. 


a run to good business. 


upward in a vast majority of cases. 


AUTOMOBILE ACCESSORIES.—Evi- 
dently, the sale of new automobiles is 
in the replacement of old ones, as dis- 
tinct from sales to new owners, and 
with new cars coming rather wel) 
equipped, the sale of the accessories is 
restricted. Then again, the producers 
are going more and more into rebuild- 
ing old cars taken in trade for new 
ones before offering them for sale. 


Prices from jobbers’ stock, f.o.b. 
Pittsburgh follow: 

Spark Plugs.—A. C. 
less than 10, 65c. each; lots of 10 to 
99, 58e.; lots of 100 or more 56c.; 
A. C. plugs, No. 1075, for Ford cars, 
lots of less than 10, 49c.; lots of 10 
to 99, 44c.; lots of 100 or more, 42c. 

Motor Meters.—Standard makes, 
lots of less than 10, 25 per cent off 
list: lots of 10 to 19, 30 per cent off 
list; lots of 20 or more, 37 per cent 
off list. 


plugs, lats of 


Horns.—Spartons, single lots, 3314 
per cent off list; $60 list and over, 
40 per cent off list; $90 list and 
over, 40 and 5 off list. 

Windshield Cleaners.—Trico  uni- 
versal automatic cleaners, $3.25 
each. 

Jacks.—Millers F&lls, No. 145, $3.75 
each. 

Pumps.—Anthony line, $2.20 each. 

Bumpers.—Weed, No. 2004, $15.60 
each. 

BATTERIES. — Demand _  holds’~ up 


rather well for radio batteries, but is 


slow in other directions. Prices are 
unchanged. 
Jobbers’ quotations to _ retailers, 


f.o.b. Pittsburgh: 














not be necessary. 


and ide margins. 
Students of the 





Broken Unit 
Packages Packages 
Each Each 
cS eer eres $1.05 $0.97 
ee area 1.32 1.22 
EE RE ere ner 1.22 1.14 
sare, hess 1.40 1.30 
a 2.62 2 44 
i Se Sassesennwes 2.62 2.44 
ES: ee 3.33 3.09 | 
ES  . Sa eeeee 42 os 
No. 6 dry cells, ignition type, 29c. 
each 





is little activity in these lines, so far 
as jobbers’ sales go. Manufacturers 
also report slow business, with the de- | 
mand purely hand-to-mouth, which pre- | 
vents their building up order books. 
Prices are steady. 
We quote out of jobbers’ stocks as 
follows: 
Machine bolts, smail rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; 
carriage bolts, small rolled threads, 
50 per cent off list; all sizes cut 
threads, 45 per cent off list; stove 
bolts, 75 per cent off list: tire bolts, 
40 and 10 per cent off list; nuts, hot 
pressed blank or tapped, 3.25c. off 
list: c.p.c. and t. blank or tapped, 
3.35¢e. off list; rivets, small wagon 
and tinners’, 60 per cent off list. 
PAINTING MATERIALS.—Turpen- 
tine has jumped 5 cents per gal. since 
a week ago, but oil is a cent a gallon 
cheaper and the price of lead, as in- 
dicated in these columns last week, | 
has dropped % cent per lb. There is | 


only a fair demand for materials under 





situation were not slow to see in this development fresh 
evidence that the country had ample capacity to take 
eare of all of the requirements of the country, but to do 
so with much promptness. 
fects business it is the knowledge by buyers that they can 
get what they want when they want it; if there were 
signs of labor troubles or some other equally effective 
obstacle to the obtaining of supplies, salesmanship would 


If there is anything that af- 


It is barely possible that hardware 


buyers have the same ideas about supplies that now pre- 
vail among iron and steel buyers. 
chance that 1925 will be a good business year. 
mental conditions are favorable, but there is no disputing 
the fact that if the year turns out to be a good one in 
point of business, it will be because everyone has worked 
hard and because the effort has been given to frequent 
turnovers with shim profits, rather than infrequent ones 


There is still a big 
All funda- 


The idea will be to see where a nickel 


can be saved rather than made. 


this heading, with buying purely a 
day-to-day proposition and absolutely 
lacking in the snap that marked the 
business at this time last year. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.;: lower grades, $2.50: 
white lead, 15%c. per Ib. i it 
lots; 10 per cent less in lots of 500 
Ib. or more and an extra 5 per cent 


less in lots of a ton or more; tur- 
pentine, $1.10 per gal. in barrel lots; 
linseed oil, $1.19 per gal. in barrel 
lots. 
ROLLER SKATES.—Demand _§ shows 
no abatement and jobbers generally 


wish that manufacturers were shipping 
more promptly against their orders. 


Jobbers’ prices to retailers: 

Roller Skates.—Union Hardware 
Co. line, No. 2, 65c. per pair; No. 
3, t9¢.; No. 10, $1.05; No. 6, $1.50. 


Winslow line, No. 38%, $1.50; No. 38, 
$1.60. 

SCOOTERS.—The demand still is very 
heavy and jobbers are having trouble 
is keeping up with it. 

WINDOW GLASS.—This is a _ very 
slow line in this district, particularly 
when comparison is made with the busi- 
ress at this time last year. Quotations 
are unchanged, but-that does not mean 
that they are steady; on the contrary, 
concessions are common. 


quote: Single strength A 
and B, 84 per cent off list; double 
strength, A, 86 per cent off list; B, 
S7 per cent off list. 


Jobbers 








Coming Conventions 








ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, May 17, 18, 
1925. L. P. Biggs, secretary, 815-816 
Southern Trust Building, Little Rock. 


HARDWARE ASSOCIATION OF THE CARO- 
LINAS CONVENTION AND EXHIBITION, Spar- 


tanburg, S. C., June 9, 10, 11, 1925. Arthur 
R. Craig, secretary -treasurer, 717-718 
Commercial Bank Building, Charlotte, 
N. C. 


LOUISIANA RETAIL HARDWARE AND IMm- 
PLEMENT ASSOCIATION CONVENTION, Shreve- 








port, May 11, 12, 13, 1925. R. D. Nibert, | 
secretary, Bunkie. 

MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, Bi- 
loxi, June 8, 9, 10, 1925. Guy Nason, 
secretary, Starkville. 

NATIONAL RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Benjamin Franklin 
Hotel, Philadelphia, Pa., June 22, 23, 24, 
25, 26, 1925. Herbert P. Sheets, secretary- 
treasurer, 130 East Washington Street, 
Indianapolis, Ind. 


HARDWARE AND IMPLEMENT 
CONVENTION, Amarillo, Tex., 
Headquarters, Amarillo 


PANHANDLE 
ASSOCIATION 
May 4, 5, 6, 1925. 


Hotel. Cc. L. Thompson, secretary-treas- 
urer, Canyon, Tex. 

SOUTHEASTERN RETAIL HARDWARE ASSO- 
CIATION, COMPRISING TENNESSEE, ALABAMA, 
(FEORGIA AND FEFLORIDA, CONVENTION AND 


EXHIBITION, Birmingham, Ala., May 12, 13, 

, 1925. Walter Harlan, secretary-treas- 
urer, 701 Grand Theater Building, At- 
lanta, Ga. 
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New York Radio Prices 
from Hardware Jobbers 


Though this is not the heavy radio season, there is con- 
siderable interest being shown for sets and the necessary 
accessories. This interest will probably continue as broad- 
casting stations will operate through the entire year. 





JOBBER’S QUOTATIONS TO RE- Gold Seal, battery charges, list 

TAILERS, F.O.B. NEW YORK. price $18.50; dealer’s discount, 33% 
R di R 7 - per cent. _ 
adio heceivers Hydrometers, 50c. each. 

Chelsea, 5-tube R. F., $35 net; Ground clamps, copper, 6c. each. 
Chelsea 6-tube, R. F., $41 net to Window lead in strip, 10c. each. 
dealers. Lightning arresters, 23 to 25c. 

Grebe Synchrophase, M. WU. 1, 5- each. 
tube storage battery receiver, or Mica condensers, .00025 and .001, 
same type M.U. 2, 6-tube dry cell 15e. each: .001, 18c. each; .002, 22c. 
receiver either model less acces- each; .006, 36c. each. 
sories, dealer’s net price $100.75. Porcelain insulators, 4-in. brown 
List price $155 enamel, 10c. each; same knob type, 

Gilfillan Neutrodyne, GN 1, 5-tube Zc. each. 
model, list price $150; dealer’s dis- Pyrex insulators, list price 4oc. 
count, 40 per cent. Same, GN 2 each; dealer’s discount 334% per cent. 
model, list price $120: de aler’s dis - Pacent plugs, 22c. each; same, 
count, 40 per cent. Same, GN 3, 4- automatic type, 52c. each. 
tube model, list price $65: dealer's Radio plugs, in carton lots only, 
discount, 40 per cent. 20 plugs to a carton; list price 65c. 

Freshman Masterpiece, 5-tube, list each; dealer’s discount, 40 per cent. 
price, $60; dealer’s discount 35 per Grid Leaks, Megohms, 1%, 2, 3 and 
cent. Dealer’s net price, $39. 4 are all 9c. each. - 

Loud Speakers , ogg in., 6%c. each; 4 

Dymac, micrometer, volume con- Handy, 50c. each; Improved auto- 
trol, $6.25 each. Blow torches, Midget, 33c. each; 

K-E. list price, $18; dealers’ dis- matic, $1.10 each and Spartan, $1.40 


each. 


count, 35 per cent. " 
Battery harness, 70c. each. 


Spartan, adjustable, list price $10; 


dealer’s discount, 40 per cent. Radio antenna outfit, $1.90 each. 
Dymac, loud speaker unit, $3 each. Talking Tape, 52c. each. 
Phonograph attachment, adjust- Ammeters, O-35 amps., 50c. each. 
able loud speaker unit. Spartan Voltmeters, O-50 volts, 70c. each. 
brand, list price $7.50; dealer’s dis- Combination meter, O-50 volts, $1 
count, 40 per cent. “oe 4 oe 
. Acid-proo vattery tray, hold bat- 
Radio Phones teries up to 100 amps., 35c. each; 
Spartan head phones, list price, $5; holds battery up to 150 amps., 50c. 
dealers’ discount 40 per cent. each. 
Dyvmac, No. E-103, $2 each; No. Knife switches, single pole, single 
G-76, $3.25 each. throw, 12c. each: single pole, double 
Head phones, list price $6; dealer's throw, 18ec. each; double pole, single 
discount, 3314 per cent. ' throw, 20c. each; double pole, double 
. ! throw, 30c. each. 
Radio Tools Aerial wire, in 100 ft. coils; 14 
Socket wrench sets, with 3 sock- gage, solid copper, 34c. ,each; 7/22, 
ets, 34c.: with 5 sockets 50c. each. stranded. plain copper, © 45c. each: 
Hand drills, $1.35; $1.54 and $2. 7/22 stranded, tinned copper, 55c. 
each. : . each; rubber covered wire S85c. each. 
Radio tool sets, $2.15 each. . ‘ 
Radio drill sets, 72c. each. Batteries—A, B and C. 
Radio tap and Die sets, $2.10 each. Eveready “A,” storage battery, 90 
Soldering Irons — $13 each; 110 .amps., $15 
Copper, tinned, $1.50 per doz. Batteries, No. 6, dry cells, ignition 
Samson, electric, S85c. each. type, 26c. to 29c. each. 
Dvmac, electric, wabdler tne kit, $1.60 Radio ‘“‘B’’ batteries, unit package 
each. quantities, No. 766, $1.30 each; No. 
ad: — 764, $1.14 each; No. 767, $2.44 each; 
Radio Accessories No. +9, $2.44 each; No. 770, $3.09 
Tubes, U.V. 200 or ULV. 201A. list each. 
price $2 each: dealer’s discount 25 Radio ‘“‘C’”’ batteries, No. 771, 39ce. 
per cent. each. ' 








Alatl Dtace . lanalln aunen cook stoves, ovens, wicks and water 

Nail Prices Are Unchanged | heaters. Note that we are using list 
We continue to quote the 10 cent | prices which are subject to a dealers’ 

range on wire nails, because informa- | discount of 30 and 5 per cent. 

tion available at press time sugzests 


Jobbers quote retailers, f.o.b. New 





that buying is being done at $3.60 and York, a discount of 30 and 5 per cent 
$3.70. The demand is moderate. | on these prices. 

_ Jobbers’ quotations to retailers, 

f.o.b. New York: LIST PRICES 


Nails.—Wire nails, $3.60 to $3.70 
base per keg. 


Cut nails, $4.15 base per keg. Nesco ay Gow Stoves. No. 211, 1 
Wire nails and brads in small lots, burner, $9.5 No, 212, 2 burners, 
70-5 per cent off list, in 1-lb. papers. $17.35; No. 213, 3 burners, $22; No. 
Roofing nails, 1 x 11, plain $5 to 214, 4 burners, $28; No. 215, 5 bur- 
$5.15 per 100 lb.; galvanized, $8.05 to ners, $39.50: No. 1102, high = shelf 
$8.25 per 100 Ib. only, $5.25; No. 1108, high shelf only, 
American felt roofing nails, 7% x $6.50; No. 1104, high shelf only, $8; 
10%, plain, $6.50 per case. Galva- No. 1105, high shelf only, $9.75. 
nized, $10.25 per keg. tockweaye wicks, 25c. each. 
quimeiiae Nesco Ovens.—No. 05, 1 burner, 


solid door, $2.10; No. 5, 1 burner, 

. . glass door, $2.25: No. 010, 1 burner, 
Prices on Oil Stoves, Ovens al doar SLs: Mo. te 1 babmer 
glass door, $4.40; No. 020, 2 burners, 


and Water Heaters solid door, $5.15; No. 20, 2 burners, 
No. 03 7 


glass door, $5.40: 030, 2 burners, 


j : i 5.40; No. 30, 2 burners, 
For the guidance of metropolitan mm y rong a ‘4 — 


dealers we quote prices on Nesco oil Nesco water heaters, list price $45. 
Reading matter continued on page 94 
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Spring Goods Active 
in New York 


The movement of spring goods in 
the metropolitan market is heavier this 
year than it has been for three or four 
years, according to reports received 
from manufacturers, jobbers and deal- 
ers. Deliveries to dealers were made 
in March. Sales have been satisfac- 
tory the first half of April. The suc- 
cessful movement of spring goods is 
considered by many a very good indi- 
cation that spring and summer busi- 
ness will be very profitable for the 
hardware trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Lawn Mowers 


Three-blade, plain be -arings, 8-in. 
wheel, 12 in., $4.85; 14 in. $5.15; 16 
in., $5. 50, and 18 in., $5.80 each. 

Same, with ball bearings, 12 in., 
$6.65; 14 in., $7; 16 in., $7.35, and 
18 in., $7.70 each. 

Four-blade, 9-in. wheel, ball bear- 
ing, 12 in., $8.25; 14 in., $8.5 55; 16 in., 
$8.85, and 18 in., $9.25 each. 

Same, with 10%-in. wheel, 14 in., 
$9.50: 16 in., $10; 18 in., $10.50; 20 in. 
$11.15 each. 

Five-blade, 10%-in. wheel, ball 
bearing, 16 in., $12; 18 in., $12.70; 
20 in., $13.35 each. 

Same, with 10-in. wheel, 16 in., 
$15.35; 18 in., $16, and 20 in., $16.75 


each. 
Dahlia Poles 
Dahlia poles, 2 ft., 3%c. to 5\c.; 
3s ft., 7 to 8c. 


Grass Catchers 


rrass catchers, plain bottom, for 
mowers, 12 to 16 in., 55c. each. For 
16 to 20 in. mowers, 70c. each. 
With round back, made of heavy 
white canvas, with heavy galvanized 
perforated bottom, for 12 to 16 in. 
oe 90c.; for 16 to 20 in. mowers 
1.05. 


Wheelbarrows 


Canal barrows, steel wheel, $3.45 
each. 

Wheelbarrow, _ steel tray, wood 
frame, steel wheel, $5.60 each 

Same with steel frame, $7.35 each. 

Dutchess garden barrow, body 
width, 1914 x 15%, $5.60 each. 

Same, 21% x 19, $6. 30 each. 

Same, 25 x 2114, $7.25 each. 


Pruning Shears 


Pexto pruning shears, 9-in. blade, 
California pattern, black finish, 
volute spring, 68c. each. 

Same, polished, $1.05 each. Same 
— ratchet nut, polished, $1.23 
eacn. 

S. Smith No. 0 Sniral spring, 9 in., 
$4.70 doz.;: No. 21 Flat spring, 9 in., 
$8 doz.: No. 30 Volute spring, 9 in., 
$8.35 doz.; No. 40 Volute spring, % 
in., N. P., $14.70 per doz.: No. 130 
Volute spring, ratchet nut, $9.70 per 
doz.: No. 140 Volute spring, 9 in., 
N. P., ratchet nut, $16.35 per doz.; 
No. 4770 Volute spring, 6 in., N. P., 
$12.70 per doz. 

Disston’s Extra Quality. . 150 
Volute spring, full pol., 8% in. 
$24.75 per doz.; No. 250 Volute 
spring, half pol., 8% in., $21.50 per 
doz.: No. 152 Hinge “spring, full pol., 
834 in., $24.75 per doz.; No. 252 Hinge, 
half pol, 8% in., $21.50 per doz.: 
No. 1538 Leaf spring, full pol., 8 in.. 
$24 doz.: No. 253 Leaf spring, half 
pol., 8S in., $20.75 per doz. 

Disston Pruning Shears. — No. 1, 
Heavy, 27% in., $2.25 pr.;: No. 2, 
Med., 27% in., $2.17 pr.: No. 3 Heavy, 
two curved jaws, 27% in. 2.17 pr. 
No. 5, handles 9 in., pol, blades, ate 
in., $1.65 pr. 

Standard Tree Pruners. — 6-ft.. 
$1.30; 8-ft., $1.40; 10-ft., $1.55; 12-ft., 
$1.70 each. 

Disston’s Extra Quality Tree Pru- 
ners.—6-ft., $2.80: 8-ft., $3.05; 10-ft., 
$3.35; 12-ft., $5.50 each. 

Little Giant Pruning Hooks and 
Saws. $2.15 each. 

Orchard Pruning Hooks and Saws, 
$2.10 each 

Pruning Saws.—Disston’s 3 x 16, 
99c. each; 4 x 16, $1.19 each: 5 x 16, 
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This advertising will increase 
your MIRRO gift sales 


A full page in The Saturday Evening Post for 
May 9 (reproduced opposite in miniature); 
full pages in color in the June Delineator and the 
June Designer; half pages in the Country 
Gentleman, May 2, and Woman’s Home Com- 
panion, June —all this advertising is featuring 
Mirro for gifts. 











th 


‘ Ss : 
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PROUD PERCOLATOR to grace the table; kitchen 

things to make work — for years . . . What 

satisfying gifts Mirro offers! And what a appeali ng 
we uty, eficiency, and economy for one’s own home 


ALUMINUM GOODS MANUFACTURING COMPANY 
General Offices: Manitowoc, Wisconsin, U. §. A. 


The Finest Aluminum 


Makers of Everything in Aluminum 


Mirro for gifts 
—a year-round market 


Notice the miniature reproduction above of 
a Saturday Evening Post advertisement. 
That is just one part of the advertising 
force that is being put, this spring, behind 
Mirro for gifts. 


This advertising is going to help you. It will 
help you more if you feature Mirro gifts in 
your store just as we have featured them 


*‘*Mirro for gifts!” There’s the three-word 
key to more sales—-not just in the Month 
of Weddings, not just at Christmas, but all 
through the year. 


Every day is Gift Day for someone. Every 
day brings you new opportunities to sell 
Mirro for wedding presents, showers, birth- 
days, and anniversaries. 





That is why it will pay you to think of 


Mirro as gift ware. You should display it 
that way. Lift it out of the everyday kitchen- 
ware class. Then you'll sella lot more Mirro. 








CMIRRO 


The Finest Aluminum 


in our advertising. 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U. S. A. 
Makers of Everything in Aluminum 
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$1.25 each; 7 x 16, $1.43 each; 40 x ~ 
16, 81c. each. | May-June Rope Prices May 
Pruning knives, 62c. each. Ring type, $6. 25 per doz.: Revolv- N Ch 
J. T. Henry Manufacturing Co. ing, with three armas, $13.80 per doz. ot ange 
Pruning Shears 30°88 hn ea $1.3 3 each: | Rainking, 
No. 0 spiral spring 9-in.§ 4.50 per doz. $2.83 each; ainking, $6. The rope prices quoted herewith are 
No. 1 Henry’s genuine : : for the March-April period. It is the 
No s66e bt Colitar a 8.25 per doz. consensus of trade opinion that an ad- 
eee amin 8.00 per doz. All Metal, steel frame, vance IS justified on May 1. At press 
No. 4666, 9-in., polished. 12.00 per doz. cast iron wh i corrugated time, however, 1t appears doubtful as 
No. 4671, 9-in. ratchet steel drum, enameled green and to whether there will be an advance for 
nut. . (onsenesteses eesee 9.10 per doz. | black, $1.85 each. th M J iod Sal 
No. 4770, 6-in. ladies’.. 12.00 per doz. | Ali Metal, ste electrically Cc. may-eune -period. oes 6Ste 
No. 4771, heavy wide welded together, japanned, galva- moderate. 
BEE seacewusneeseset 14.50 per doz. | nized steel drum, diameter of wheels 
Rubber Hose | — in., handle long, $2.05 a. Seepeeuee to retailers, 
Rubber hose, % in., black rib, All Metal, tubular frame, corru- Ro. ' N : tin — 
molded, in 25 ft. lengths, 10c. per ft.; gated galvanized steel drum, tubular b a 98 Oo. Ib. ano oan wl 
same in 50 ft. lengths, 9%c. per ft.; | steel wheels, 21 in., reel he ce 2 oe. Se 
same, better grade, red, in 25 ft. | height, $3. 50 "Same, with ne to r- te . c. -“ »3 ye 
lengths, 12c. per ft.; and in 50 ft. height of reel, 24 in., $4 each. <a ae fo” Ib. ; 
lengths, 11%6c. per ft. Electric, black | scare ib sisal standard brands, 18c. 
rib, in 25 ft. lengths, 16%c.; and in . . 
50 ft. lengths, 15%c. . | Poultry Netting Twine, 3-ply wrapping twine, No. 
. | 1, 23c. per Ib.; No. 2, 21c. per Ib 
Hose Nozzles Poultry netting, ! York stock, India hemp twine, No. 8, 16c. per 
Rainbow, $5.50 per doz.; Stewart, 50 per cent off list; factory stock, lb.; BB twine, fine dark, 22%c. per 
$1 each. 50 and 7% per cent off list. lb.; fine light, 24c. per Ib. 
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ing in this section. 
canvass of the Greater New York trade. 


New York City Retail Prices 


RAKES 
eee er $ .85 
ng coc cand adsedeseenens 90 
hei ee tea ewe bk ne eed 95 
Pi ntieGcckinns anaes ees aahwed 1.10 
i Mc eee eee eek enew ees .50 
«caged ckgeeiebounsetes .55 
a: Mia cn n66eeeneedeee 66 eee .60 

SPADING FORK 
tk, 2.) “ecateuteecsueasannasee eter $1.35 
DE Ge scnceataedGenseeteun<euss 

SPADES 
PE 2 eae cele eeened cee $1.50 
ae ae ee ey 1.85 
DE dsceivisccsanowedeudseseeesaeee 2.10 

POST HOLE DIGGER 
$2.50 
SHOVELS 
— SR Rl eer $1.50 
ee ree 1.85 
DD. o£6600n5086460066860R0e08K04 2.10 
ENGLISH GRASS HOOK 
Sh ccveciace-b een $ .75; $7.75 doz. 
i eer = $ .80; $8.75 doz. 
HEDGE SHEAR 

: eT De Qlvcecnceneneel $2.75 
eee. CS SS = — 
pace. 69sebenenedeeessnesesaude $1.50 


LAWN SEED 


Prospect Park...40c. lIb.; 10 Ib., ee om 
Fertilizer, 5 Ib. 2666 Seeehbseponsede 


lh DE oacc06ee000eeee8s l5c. ft. 
BOSTON ‘NOZZLES er .85 
Tn Mince seeenseooes $2.50-$3.00 
MOWERS 
i: 2 Serer $6.95 
SS > FF arr 8.00 
4—Blades 14 in. B. B............ 12.00 
High Wheel 
-. . peas c's othe 6 Seer een $19.00 
. oS Sarr eee ee 21.00 
| eee eee 
i «ccs eee seveeauness Moke uk eee 
GARDEN BORDER & FENCE 
Pt - Si< onbeeseseeSeGuwes ens eee Sc. ft 
> Ti. caw eebe tat bbeiesboseuee 10c. ft 
a Miices<¢denes6en ee 20c. ft $25.00 roll 
i Me ccc to wh ct beaks 25c. ft $29.50 roll 
DE “,cpneeddeseds enn kutunsecsetee 60c 


ELIEVING it to be a matter of interest and possible guidance to our readers, we 
publish herewith a list of seasonable articles, together with the retail prices prevail- 
These prices are average prices arrived at as a result of a 


SCREEN WIRE 
Sq. Ft. 100 Ft. Roll 
.04c. .035 .03c. 


OO 4c c 
i: s#0eeens .04144¢ 314¢ 
Copper. .....-. .09¢c .08c 06lec 
Dn.. steeeeeé 9 05%c. .05¢c 0414¢c 
16 M. Bronze. .10c. .09c. 08 \\c. 

ROOFING 
DE (.<c tei echcern hee esate esuewned $1.20 
i ace ctedenkéeus essa bas 1.25 
DT Mii cceaheewesweeneeeeeeeess 1.75 
i MK. tn ween neneeeeeencetes Se 
| a Sars 2 

SPRINKLERS 

Se ee ee rT $ .65 
3 nt ee .80 
it, Cs «ens e060 es deseenecese .90 
PEM, Ge ecevecceccesescceeoess 1.00 
DE, MEE kcesevcocesevesceeees es 1.25 
PPT TIT eee 1.50 

SCREENS 
2 ee rr Sree .40 
) Seer er ee .50 
DP Ue Mae decececcucsessevoesescouns 65 ° 
Pn tc segtudebeeeeees oksens .59 
DE cited ce chee bnneeenséeauee .69 
ee eee .80 
Pe -inceieenhadsasvesdvons ace .65 
is tee ce eed eneweteeees .80 
EE Se ep ee .90 
ES Peer TTT eT ee 1.10 
cans okiadeeeweese Cekesewes 1.25 
fF ee Pe 1.10 
iit teden chee epenes ees seiennsees 1.40 

FRAMES 
Oe i. i Ee Bk So co sccvews $ .65 
43 im. To GB Bm. BUMNMOG. cc cccccece .70 
48 in. x 48 in. Stained........... .80 
Se OR. SE OS GR TREO s cccccccces 1.00 

DOORS 

No Hardware 
ea Tee) Ps 666066 66440000006000 $2.00 
ES ein iden ten Reva Gheeguéeawe 2.30 
Ps ite hel ack tia eciain ale Geis east 3.00 
Tr a re Y 3.25 
i. << ieee nd 6a hte s owes eens 3.50 
ee Ee EEE. Wivecasweuseceseecens 6.00 
GARBAGE CAN 

aeons evibabeceeeasvashsaund z = 
0001 E Sueente ramney es rereerreee ors 60 
aD . os cuiin a) pe ead wind seek’ oe .85 
Be et oe eer Pree eee 1.15 
tt <sacsawisecdwet steeneuseenee 1.25 
DE. 1 i eae ia ne cu ae ie Sane aee a 1.45 
Dee, GO RITE 6 occ cccccecewen 3.00 


LEAD AND ZINC PAINT 
$4.45 GAL. 
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heres Only One Stidetite, 


So easy, smooth and quick in operation as to be 
almost automatic. Driveway unobstructed — door- 
way of any width up to 30 feet—from 2 to 10 doors 
—all these essentials to perfect garage door efficiency 


assured by— 


Slidetite Garage Door Hardware 


Equipped with it, doors slide inside and fold flat against the 

* wall. When closed, the garage is weather-proof. Stand open 
in any position, unmoved by the strongest wind. Install S/sde- 
tite and get a lifetime of uninterrupted service. 


Slidetite a Symbol 


Slidetite Garage Door Hardware, the adsolute in efficiency and 
service, is but a type of the advanced ideas embodied in every 
item manufactured by Richards-Wilcox. Barn, House, Fire, In- 
dustrial and Elevator Doors hung the R-W wayare hung right. 
The service is nation-wide. Consult the Engineering Depart- «9 /770™ 

: : : tly leaves 
ment freely and without obligation on any doorway problems. its imprint” 


ichards-Wilcox Mf¢. (0. 


‘A Hanecer for any Door that S!iides. 
Indianapolis St.Louis New Orleans 


AURORA, ILLINOIS, U.S.A. 
(1137) Chicago Minneapolis Kansas City Los Angeles SanFrancisco Omaha Seattle Detroit 


New York’ Boston Philadelphia Cleveland Cincinnati 
Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. - Winnipeg 
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Seasonal Lines Active in New England 


Market—Retail Sales Fair to Good 


(Boston office of HARDWARE AGE) 


NCOURAGING reports continue to come from the 
K shelf hardware jobbing houses here. Sales, they 
say, include practically all lines of seasonable mer- 

The retail trade 
maintains its cautious attitude in purchases, however, it 
suiting their purpose to buy in a small way but often. 
The activity of the wholesale market is all the more note- 
worthy in view of the spotty condition of the retail busi- 
ness. Retail dealers in most of the large cities are enjoy- 
ing a good business, but there are exceptions to the rule, 
the exceptions being confined to so-called manufacturing 
cities. In the small mill towns of New England the hard- 
ware business is only fair at best because of part time 


chandise in addition to staple goods. 


working schedules at the mills. 


Retail dealers catering to the rural trade are active in 
some instances and only fairly so in others. In quite a 


BASEBALL GOODS.—With the official 
opening of the National and American 
Leagues baseball seasons, and with 
more sunny days than _ heretofore, 
Young America is beginning to nibble 
at gloves, bats, balls, etc. The move- 
ment out of retail stocks will un- 
doubtedly show much improvement the 
balance of this month. 


We quote from Boston jobbers’ 


stocks: 
Fielders’ Gloves.—No. 501, $4.50 per 


doz. net; No. 507C, $8. 40; No. 509, 
$10.75: No. 511. $16: No. 514, $18; No. 


a22, 22: other styles priced up to 


= 


$5 
Catchers’ Mitts.—No. 569, $10 per 
doz. net; No. 574R, $18: No. 578T, 
7, $28: No. 588, $54; No. 


$24; No. 57 
592, $72. 

Baseman Mitts.—No. 603, $16 per 
doz. net; No. 608, $27; No. 625W, $40. 

Masks.—Boys’ No. 25M, $4.50 per 
doz. net; Youth’s, No. 31M, $19; 
Men’s No. 41M, $42. 

Bats.—Crack-A-Jack, $2 per doz., 
net; Junior League, $3.60; King of 
Field, $7.20; burnt oil finish, $10.80; 
Bing-Go, $12; Youth’s assorted slug- 
gers, $7.20: Louisville Slugger, Jr., 
$5.40; Louisville Sluggers (regular), 
$16.20. 


Baseballs.—Per dozen mee, Dandy, 
$75ce Boys’ Favorite, $1.5 Young 
America, $2; Junior Png Pde om 
$2; Junior League, $3.75: ‘Boys’ 
League, $4: Dollar Lively, $6; Pro- 
fessional League, , Hardwood 
League, $12.50: National League, 
$14.50. 


FENCING.—Jobbers report quite a 
brisk movement in fencing has de- 
veloped since last reports. The retail 


trade is still conservative in its pur-- 


chases, however, the general tendency 
being to let the jobber carry the load. 


We quote from Boston jobbers’ 
stocks: 

Fencing.—Square Deal, in. 10-rod 
rolls, 11 gage, No. 832, $5.50 per roll, 
net: No. 635, $3.40; No. 845, $4.40; No. 
1047, stays 6-in. apart, $7.10: stays 
12-in. apart, $5.12. All prices net, 
Cyclone, from store, 40 per cent dis- 
count. From factory, 52 per cent 
discount. 

Gates.—36-in. x 3 ft., $5 each list; 
42 x 3. $5.20: 48 x 3, $5. 40: 36 x 3%, 
$5.20: 42 x Qu, $5.40: 48 x 3% . $5.60. 
Discount 30 and 10 per cent. 


FISHING TACKLE.—At the crack of 
dawn April 15 Massachusetts fishermen 
were out for trout. Their enthusiasm 
has been reflected in the movement of 
fishing tackle in hardware circles. The 
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ply movement. 


Massachusetts retail hardware dealer 
has a booster in the Fish and Game 
Commission of that State. The com- 
mission sees to it each year that brooks 
and ponds are stocked with fish and 
that the general public is_ notified 
through the press of that fact. It 
works in harmony with similar com- 
missions in other New England States, 
also friends of the retail hardware 
dealer. Public interest therefore is 
kept constantly alive. The retail hard- 
ware dealer can, by applying to the 
commission, secure valuable informa- 
tion for posting in one’s store, and also 
can secure from the Boston & Maine 
and Maine Central Railroad additional 
news on fishing conditions in Maine. 
Such information displayed in retail 
hardware store windows and _ inside 
stores unquestionably will help sales of 
fishing tackle. 

GARAGE HARDWARE.—Sales in this 
branch of the hardware market are 
quite large, according to the most ac- 
tive jobbers, but competiton is excep- 
tionally keen,. Because of this com- 
petition prices on some makes of 
garage hardware are being shaded. 


GARDEN TOOLS.—Spades, hoes, 
rakes and other garden tools are mov- 
ing very actively. 

We quote from Boston jobbers’ 
stocks: 

Hoes.—Shank, 7™%-in., $9.15 a doz. 
net; socket, 7%-in., $9. 95; round top 
onion, $9.95: socket meadow, 9-in., 
$11.40; Rhode — shank, 9-in., 
$10.40; socket, $11.4 

Rakes.—Light ~e| 12 teeth, $4.80 
per dozen net; 14 teeth. $5.28; 16 
teeth, $5.76. Regular garden, 12 
teeth, $8; 14 teeth, $9.45; 16 teeth, 
$10.25; steel gravel, 14 teeth, $11.05; 
16 teeth, $12. 

Edgers.—Turf. long handle, $10.90 
per doz. net. 


GRAFTING WAX.—Interest in graft- 
ing wax is on the mend. 


We quote from Boston jobbers’ 
stocks: 

Grafting Wax.—In 1-lb. sticks, 33c. 
net; in W%-lb. sticks, 35c. per Ib.; in 
4-lb. sticks, 37c. per Ib. 

HOOK HINGES.—Jobbers have made 


a somewhat belated advance in screw 





few instances such retail firms handle coal and building 
materials such as lumber, cement, etc. Many of them are 
stuck with coal, consequently a prosperous spring hard- 
ware season will be most welcome. The New England 
retail trade as a whole, however, is becoming gradually 
busier each week, with current sales running slightly in 
excess of those for a year ago. 

Heavy hardware jobbers are only moderately active. 
Competition for business is keen and the margin of profit 
on the average sale small. Mill supplies are not selling 
as well as expected. In fact, business, according to most 
of the larger distributors, is quieter than it has been in 
some time. The slowing up of operations in metal work- 
ing shops is said to be behind the unsatisfactory mill sup- 
In quite a number of instances machine 
shops ‘heretofore operating four, five and six days per 
week are on a three-day schedule. 


hook hinges, amounting to approxi- 
mately 15 cents per 100 lb. The ad- 
vance is based on new lists recently 
issued by producers. 


LAWN ACCESSORIES.—tThose local 
jobbers who recently advanced prices 
on lawn mowers about 25 cents are back 
on the old price basis. At the time 
the advance was made it was presumed 
all mower manufacturers would ad- 
vance prices, but such was not the case. 
The advance was not sufficiently heavy 
to interrupt the flow of goods out of 
jobbers’ stocks, however, and the re- 
turn to the old price basis is not ex- 
pected to materially increase sales. 
Garden hose is selling more freely than 
heretofore. In fact, all kinds of lawn 
accessories are going well, according 
to wholesalers. 


We quote from Boston jobbers’ 
stocks: 

Lawn Mowers.—Jewel, 14-in., $14.25 
each list; 16-in., $15. Colonel, 16-in., 
$18; 18-in., $18.75. Newport, 16-in., 
$17; 18-in., $17.75. Lakewood, 16-in., 
$19.75; 18-in., $20.50. Ambassador, 
<i “r 18-in., $25. Imperial, 14- 

$30; 16-in., $32; 18-in., $34; 20-in., 
$36. Regal, 16- -in., $36; 18-in., $38. 
Discount 50 per cent. Competitive, 
14-in., $5.50 each net; 16-in., $5.75; 
18-in., $6.10; 12-in., $5.15. 

Lawn Trimmers. ‘— Popular makes 
$15 each, list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 

Lawn Roller.—Water weighted, 18- 
in. diameter x 24 in. long, $13.34 each 
net; 24-in. diameter x 24 in. long, 
$15.34. 

Sprinklers.—Lawn, fountain, $6 per 
doz. net; fountain, half circle, $5.50; 
rooks, $8. Rain King, $2.34 each net. 

Lawn Rakes. — Wood, three-bow, 
$8.75 per doz. net; steel, $9. Two- 
bow, wood, $6.90; steel, $7.15. Hand 
made rakes, three steel bows, 28 
teeth, $10 per doz. net. 

Hose. —Garden, B & D, %-in., 9%c. 
per ft. net; %- in., 10c.; %-in., 10%4c. 
Reading, %-in., Tii,c.: 5g-in., 74 ¢.: 
%-in., 8%c. Bull Dog, Se-in., 13c. 
Good Luck, %-in., 10c. Milo, 5, - -in., 
11%c. Vim, %-in., 8&%e.; 5,-in., 
9%4c.; %-in., 10%c.: Pixon, ¥%-in., 
7ieec.; R-in., 8%e.: %A-in., 9%e. 


LOCK SETS.—Locally, at least, job- 
bers are very keen for lock set busi- 
ness. It is conceded the situation in 
other New England centers is not quite 
as strained. Because of local condi- 
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* * yi 
Selling without Effort J 

A store, selling the many different items which a Hardware store f 
handles, must buy goods which are the easiest to sell. Otherwise, ff 
two thirds of the time would be consumed in “talking up” some a, 
article or other to the customer. § 


That is why so many Dealers will stock nothing but Columbian 
Tape-Marked Rope for their Cordage customers. Their every day 
experiences have taught them that the red, white and blue T'ape- 
Marker, which guarantees every length of Columbian, not only saves 
them valuable time, but also assures them satisfied, steady customers. 


4 





Let us tell you more about the Columbian T'ape-Marker and how 
it is boqsting Rope sales. 
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Columbian Rope Company 










352-80 Genesee Street 


vate 


Auburn, “The Cordage City,’’ N. Y. 
















Branches :— New York Chicago Boston New Orleans > KS 
RADE 
———— “iy “GUARANTEED ROPE , =i i. ee 
oe weil Labeda Gwe COLU MBIAN ROPE CO, aveven, nx fy RED: |wniTe BLUE ee et eS 
RY ASK. FOR “COLUMBIAN” TRADE MARKED ROF iii. ir nl fy 
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tions, the price on square bevel com- 
petitive sets has been reduced to $5.95 
in Boston. 


NAILS.—Although competition in 
other hardware lines is keen and lower 
prices have resulted, local jobbers are 
holding fast to wire nail prices, the 
weakness in markets outside New En- 
gland notwithstanding. The resumption 
of building and general repair work 
has speeded up sales of all kinds of 
nails. In this particular branch of the 
hardware business the retail dealer is 
inclined to anticipate requirements. 


We jobbers’ 
stocks: 

Nails.—Wire, from store, $4 per keg 
base; from mill, in car lots, $3 a 
keg base; in less than car lots, $3.2 
Cement coated, in count kegs, from 
mill, in car lots, $2.40 per keg base 
f.o.b. Pittsburgh: in less than car 
lots, $2.65, from store, $4.60 per keg 
base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base. 
Western cut nails, direct shipments, 
in car lots, $3.60 per keg base f.o.b. 
Pittsburgh; in less than car lots, 
3.75. Tremont cut nails, direct ship- 
ments, $3.95 per keg base f.o.b. Ware- 


quote from Boston 


ham, Mass. ; hardened steel floor 
nails, direct shipments, $7.60 f.o.b. 
Wareham. 


OARS.—Now that the yachtsmen and 
would-bes are beginning to put their 
crafts in order there is a better demand 
for oars. Retail hardware dealers 
along the seaboard say the oar business 
this year should be unusually good be- 


cause of the increasing interest in 
yachting. 
We quote from Boston jobbers’ 
stocks: 


Oars.—New England pattern, plain, 
ash, 20c. per ft. net; spruce, 24c. 


Rowlocks.—Galvanized, ribbed, 103 

Ib. to the 100, 28c. per pair; 167 Ib. 

to 100, 30c. per pair. Cast iron, round 

socket, 28c. per pair; cast iron, ‘pinned 

socket, 28c. per pair; galvanized cast 

iron, North River type, 28c. per pair. 
PAINTS AND SUPPLIES.—tThere is a 
very satisfactory movement of paints 
and supplies out of retail as well as 
wholesale stocks. If the initial public 
buying movement can be taken as a 
forecast, it ought to be a mighty good 
season in this department of the hard- 


ware business. 


We quote from Boston jobbers’ 
stocks: 

Savogran.—lIn 5-lb. boxes, 15c. per 
Ib. net: 28-lb. boxes, 13%c.; 60-Ib. 
kegs, 13c. 

Dry Paste.—In 1-lb. bags, $14 per 
ewt. net; in 2-lb. bags, $13; in 5-Ib. 
bags, $12. 20; in 95- - kegs, $11; in 
190-lb. barrels, $10.3 

W hiting.—Bolted, i barrel lots, 
$1.75 per cwt. net. 

Wall Sizing.—In 1- lb. tubes, 18%c. 
per Ib. net; in 25-lb. drums, 17%c.; 
in 15-lb. drums, 16%’c. 

Putty.—Commercial white, in 130- 
ib. drums, $3.25 per cwt. net; in lots 
of 500 Ib. or more, $3; in 25-Ib. tin 


pails, less than 100 Ib., $4.50 per cwt., 
in lots of 100 to 500 lb., $4. 25; in lots 
of 500 lb. or more 4c.:. in 5 Ib. tins, 
less than 100 lb., $5.25 per cwt.; In 
lots of 100 to 500 Ib., $5; in lots of 500 
Ib. or more, $4.75. Black putty costs 
25¢. per cwt. more than the afore- 
going prices. 
Sponges.—Nassau grass, 10 to 12 
to ne wound. 15e. each net; Florida 
vellow, cut, 8 to 10 to the pound, 30c. 
each; Cuba sheep wool, cut, 8 to 10 to 
the pound, 55c. each; Rock Island, 6 
to § to the pound, $1 each. 
ae ew best grade, 12 x 
$4.75 a doz. net; 16 x 21-in., 

$10.50: 19 x 25-in., $15; 23 x 26-in. 
$18.50. Brute, not shaped, 91 x 21-in. 
$21.50 per doz. net, 


16- 
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Steel Wool.—1l-lb. spools, No. 06, 
66c. each net; No. 0, 41c.; No. 1, 35ce.: 
No 2, 3l1c.: No. 3, 27c. In 25c. pack- 
ages, Nos. 0, 1, 2 and 3, $1.80 a doz. 
net. In 10c. packages, Nos. 00, 0, 1, 
2 and 3, $7 per gross. 


PORCH GATES.—Porch gates have 
begun to move out of jobbers’ stocks 


in goodly numbers. 


We quote from Boston 
stocks: 


Porch Gates.—Wooden, slatted, 3 
3, $12 per doz. net; No . 4, $14; No. 
$16; No. 6, $18. 
POSTS.—Jobbers 
for posts as exceptionally good the 
past week. They say retail dealers 
evidently are not only short of goods 
but that public demands are expanding. 
We quote from Boston jobbers’ 


jobbers’ 


stocks: 

Posts.—Line, steel, galvanized, 6'%- 
3 63c. each net; 7-ft., 69c.; 7%-ft., 
dC, 

End.—Steel, galvanized, 7%-ft., 
$3.94 each, net 

Corner.—Steel, galvanized, 712-ft., 
$5.70 each, net. 

POULTRY SUPPLIES.—It now de- 


velops that because of the high price 
of corn, which supposedly has helped 
the western farmer, coupled with the 
excellent prices being obtained by mar- 


ketmen for live and dressed poultry, | 


caused a lot of hen and chicken pro- 
ducers to clean up flocks. Naturally 
they are starting fresh flocks and are 
demanding poultry supplies of all kinds 
from the hardware dealer. As a mat- 
ter of fact, the poultry supply business, 
is even better than jobbers anticipated, 
according to a majority of the trade. 


We quote from Boston jobbers’ 
stocks: 

incubators.—Buckeye line, oil and 
gas heater, No. 1, $26.25 each net; 
No. 2, $31.15; No. 3, $40.43; No. 4 
$47.60: No. 5, $74.90; No. 14, $11.55 
No. 16, $19.25: No. “ $25.73. Queen 
line, style K, No. 20, 70-ege ca- 


pacity, $16.50 each, No. 21, a ah 

$27.50; No. 22, 220-egg, $36.75; No. 1, 
50: 2, 13d- 88, $37.50; 

180-ege2, $44.50; 4, 27! 


egg, $57.75; No. 
25, 600-egg, $103; No. 35 800-cne, 
$132; No. 45, 1000-egg, $257. Dis- 


count, 30 per cent. 

Brooders. — Buckeye line coal No. 
18, $15.05 each net; No. 19, 8.55; 
oil burner, No. 20, $8.23; No, 21, 
$10.85; No. ~~ Rae 30; No. 265, ‘coal 
burner, 21; Oo. 27A, oil burner, 
$12.25; No. dean $14: No. 29A, $15.75; 
Queen line, No. 1, 600-chick capacity, 
$21.50 each: No. 2, 1200-chick capac- 
ity, $26.50. Discount, 30 per cent. 

Fencing. — Blue Ribbon, in 10-rod 
rolls, 17-gage, No. 1424, $3.30 per roll 
net; No. 1736, $4. “* * oe 2048, $4.95; 
No. 2360, $5.85: 2676, $6.70: 
Square Deal, 14%4- B...§ No. 1548, $5 
per roll net: No. 1760, $5.80; 15%- 
gage, No. 1636, $4.40; No. 1948. $5.30; 
No. 2260, $6.20. 

Staples. — Galvanized, from. stock, 
$6.85 per keg. From mill, in car lots, 
$4.95 per keg; in less than car lots, 
$5.20. 


RIVETS.—Copper rivets, heretofore 
quoted at 40 per cent discount by the 
jobbing trade, are now 30 and 10 per 
cent. 
We 
stocks: 
Rivets.—Structural, button head, 
in 200-lb. kegs, $4.10 per 100-lb. 
base: for lots of less than 200 Ibs., 
but not less than 100 lbs. an extra 
charge of 40c. per 100 lb. is made. 
Iron rivets, small, 40 and 10 per cent 
discount. Copper rivets, 30 and 10 
per cent discount. 


SCREENS AND DOORS.—Of all the 
merchandise handled by jobbers, 





quote from Boston jobbers’ 


report the demand | 
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screens and doors have sold the most 
disappointingly. Weather conditions 
may be said to be back of trade con- 
ditions. It is generally believed retail 
stocks are small and that it will take 
comparatively few days of real spring- 


like weather to start the buying ball 


rolling. 

We quote from Boston jobbers’ 

stocks: 

Screen Doors. —No. 241, 2x6, $1.66 
each, net; 2x8, $1.74; 2x10, $1. 83; 3x7, 
$1.93; No. 384, 2x6, $2.35; 2x8, $2. 46; 
2x10, $2.58; 3x7, $2.69; No. 457G, 2x6, 
$1.95; 2x8, $2.08; 2x10, $2.20; x 
$2. 33. No. 557, 2x6, | aed 2x8, $4.05 
2x10, $4.20; 3x7, $4.3 6. ar 
screen door and storm door, No. 
2x6, $7.09; 2x8, $7.64; 2x10, $8. 04: 
3x7, $8. 55. 


Window Screens. ge ge No. 
2, $4.82 per doz. net; No. 3, $5.88; 
Hummer, No. 1833, $4. 94; “No. 2433, 
$6; No. 2437, $6. 50; No. 2837, $7.44. 


SPRAYS.—All kinds of sprays and 
other items coming under the heading 
are in demand. Each week finds them 
increasingly so. Some weeks ago job- 
bers feared business might not be good 
because of large users securing sup- 
plies elsewhere—from the State or 
through cooperative movements—but 
the total jobbing sales so far are quite 
encouraging. 


We quote 
stocks: 

Pyrox —One lb. jars, 24 to erate, 
: 5-Ib. crocks, 12 to crate, $15; 
10-lb. crocks, 6 to crate, $13. 50; 25- 
lb. containers, 4 to crate, $20.50; 50- 
lb. kegs, $8.75; 100-lb. kegs, $13.75; 
300-Ib. kegs, $39.75. In less than case 
lots, 1-lb. jars, 32c.; 5-lb. crocks, 
$1.30; 10-Ib. greene, $2. 35. 25-lb. con- 
tainers, $5.3 


STOVES.—Jobbers are enjoying a very 
good demand for cook stoves. Here- 
tofore it has been the usual custom of 
retail dealers to limit purchases of cook 
stoves te samples and subsequent quan- 
tities taken on order. But within the 
past week some really sizable orders 
have come to hand, strange as it may 
seem, from centers where one might 
expect retail hardware dealers would 
have the keenest kind of competition 
from other classes of stoves. 

We quote from Boston jobbers’ 
stock. In lots of ten a discount of 
30 and 5 per cent is allowed on list 
prices, 

LIST PRICES 


Nesco Oil Cook Stoves.—No. 212, 
2 burners, $17.35; No. 211, 1 burner, 
$9.50" No. 213, 3 burners, $22; No. 214, 
4 burners, $28: No. 2 5, burners, 
$39.50; No. 1102, high shelf only, $5.25; 
No. 1103, high shelf only, $6.50; No. 
1104, high shelf only, $8; No. 1105, 
high shelf only, $9.75. 

Rockweave wicks, $2.10 doz. 


from Boston jobbers’ 


Nesco Ovens. — No. 05, 1 burner, 
solid door, $2.10; No. 5, 1 burner, 
glass door, $2.25; No. 010, 1 burner, 
solid door, $4.15; No. 10, 1 burner, 
glass door, $4.40; No. 020, 2 burners, 
solid door, $5.15; No. 20, 2 burners, 
glass door, $5.40; No. 030, 2 burners, 


solid door, $5.40; No. 30, 2 burners, 
glass door, $5.70. 

Nesco water heaters, list price $45. 

Cook Stoves.—Oil, i1-burner, $9.50 
each list; 2-burners, $17.35; 3-burn- 
ers, $22; 4-burners, $28. Discounts. 
30 per cent; in lots of ten, 30and5 
per cent. Detroit Jewel line, 2-burn- 
ers, without high shelves, $12.50 and 
$13.50 each net; 3-burners, $15.50 and 
$16.50; 4-burners, $19.50 and $20.50. 
Shelves for 3- burners, $4 and $4.50; 
for 4-burners, $4.75. 

Water Heaters.—$45 each list. Dis- 
counts, 30 per cent; in lots of ten, 30 
and 5 per cent. 

Air Tight Stoves.—Conco line, No. 
418, $3.15 each net; No. 421, $3.65; 
No. 424, $4.40; No. 427, 5. 


Reading matter continued on page 100 
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—A word of thanks to thousands of our Metro- 
politan Dealers who saw the advantage of ““The 
Masback Price Service.”’ 


—These dealers made it possible to produce ““The 
Masback Price Service”’ on a large scale. 


—A cordial invitation is extended to our regular cus- 
tomers as well as those in sections remote to the Metro- 
politan area to subscribe to *“*‘The Masback Price 


Service.”’ 


—This profit insurance costs but $12.00 a year— 
$1.00 per month—3} cents per day. 


MASBACK H 


AG Sans 


80-82-84 
Warren St 
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Demand Consistent in Northwest Markets— 
Spring Weather Expected to Help Sales 


(Minneapolis office of 

OTH wholesalers and dealers are finding some im- 
provement in business, although not so rapidly as 

had been expected earlier in the year. This may 

be accounted for partly at least by the fact that the sea- 
son is earlier than usual, and people are skeptical as to 
the permanency of the spring conditions. Rains during 
the middle of April, general over the Northwest, have 
been a real aid in the starting of many activities and a 


consequent improvement in trade. 


Building in the larger cities is under way, but the 


AXES.—Sales show a slowing up which 
is usual at the end of the cold weather 
season. Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14.50 and double bit 
axes, base weights, $19.50 per dozen. 


BATTERIES.—Present outlook is for 
good business in batteries for radio. 
It is expected that the radio business 
will keep up during the summer this 
vear better than previous years. De- 
mand for automobile batteries is in- 
creasing with the opening of the spring 
driving season. Battery stocks are in 
fair condition. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6 dry cells, 
case lots at 29 cents each; radio ‘*‘B” 
batteries, unit package quantities, 
No. 766. $1.30 each: No. 764, $1.14 
each; No. 767, $2.44 each; No. 772, 
$2.44 each: No. 770, $3.09 each: radio 
“C”’ batteries, No. 771, 39 cents each, 
net. 


BOLTS.—Bolts are selling at a fair 
rate, with good stocks from which to 
draw. Prices are steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
jer cent, stove bolts at 75 per cent, 
and lag screws at 60 per cent from 
lists. 

BRADS.—Demand for brads is _ in- 
creasing, with the opening of the build- 
ing season. Stocks are well filled, and 
prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
Ib. boxes, 70-10 per cent, 

COASTER WAGONS.—Dealer stocks 
are well filled for the spring demand. 
Prices are holding steady as quoted. 
Sales show some improvement. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coast- 
er wagons No. 60, $5.50 each; No. 61, 
$6.44 each: No. 62, $7.02 each; No. 63, 
$7.22 each. Overland coaster wagons, 

50 per cent from factory lists; all 
steel coaster wagons, 50 per cent 
from list. 
EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand is just 
starting in this line. Stocks are well 
filled, and prices are steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 
joint, single bead, 5 in., $5.25 per 100 
ft.: 3 in.. 28 ga. conductor pipe, $5 
per 100 ft.; 3 in. conductor elbows, 
$1.75 per doz. 


FIELD FENCE.—With the frost leav- 


ing the ground farmers are evidencing 
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development seems to be very slow. Perhaps there is a 
general impatience on the part of those who are active 
in construction work and allied industries to see condi- 
tions fulfill their highest hopes, which makes the present 
amount of business seem small. 

Prices have been very quiet in this market, there be- 
ing practically no changes in any of the lines quoted. 
There have been some rumors of price changes, but with 
the present comparative quiet in sales it is not possible 


that very many will be made, unless in a downward di- 


rection. 


some interest in fencing, before the 

beginning of the heavy spring work. 

Stocks are well filled, and prices steady. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Grade L hog 
fence, 26 in., $30.38 per 100 rods. 


FILES.—File sales show some _ im- 
provement, especially in the yarages 
where spring business is well under 
way. Stocks are well assorted, and 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade of 
files, 50 per cent: second grade ofr 
files, 60-10 per cent from standard 
lists. 


GALVANIZED WARE.—Sales show a 
decided improvement in galvanized 
ware especially in pails and baskets. 
The approach of the clean-up time has 
an influence on sales. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. Il, 
galvanized tub, $7.25; No. 2, $8; No. 
3, $9.20; heavy galvanized tubs, No. 
1, $12.30: No. 2, $13.50; No. 3, $14.70; 
standard galvanized pails, 10 qt.. 
$2.65; 12 qt., $3; 14 qt., $3.35; stock 
pails, 16 qt., $4.50; 1S qt., $5.20 per 
dozen, net. 

GLASS AND PUTTY.—WSales are nom- 
inal in this line, with prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength eglass, 85 per cent, 
and double strength glass, 85 ppr 
cent from list. Strictly pure putty in 
50-Ilb. drums, $4.85 ewt., and in 25-lb. 
drums at $5 cwt. 


HAMMERS AND HATCHETS.—Re- 
tailers are feeling some increase in 
the call for carpenter tools; stocks are 
in readiness for the spring trade, and 
prices are steady and strong. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 112 
hammers at $12.60: Plumb, No. HFS81, 
$10.50; Riverside, No. 61142, $10.50 
doz.: Hatchet, Plumb’s' broad, No. 
2. $14.45; shingling, No. 2, $11.20 
doz.: Plumb’s claw hatchets, No. 2, 
$12.50 doz., net. 


HOSE.—Hose sales are not yet under 
way with the retailers, but jobbers 
have been shipping out stocks freely. 
Prices are firm and strong. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Competition *, in., 
at Stcc. ft., Leader, 5 in., 5 ply at 


93,c. ft.: Good Luck, % in., 6 ply, 
10%c. ft.; Bull Dog, % in., 7 ply, 1s8e. 
ft. 
NAILS.—Sales show a slight improve- 
ment. Stocks are in good shape for 
the opening of the season, and prices 
steady. 








We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.45 per keg base, and ce- 
ment coated wire nails at $2.85 per 
keg base. 

PAINTS AND WHITE LEAD.—Retail 
sales in the paint line have already 
started, as outside painting has been 
under way for the past few weeks. It 
is expected that this will be a banner 
year in this line. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10; second grade house 
paints at $2.25 per gallon, and white 
lead in 100 lb. containers at $14.74 
cwt., net. 


ROPE.—Rope sales are fair, with good 
stocks on hand. Prices have _ not 
changed. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 28% cents per pound, base, 
and best grade _ sisal rope at 19% 
cents per pound, base. 


PYREX OVENWARE.—Spring sales 
in this line are good, with full stocks 
on hand. Prices are steady and firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 101 casse- 
roles, $1.33; No. 197, $1.17; No. 203 pie 
plates, 50c.: No. 210, 67c.; No. 212 
bread pans, 60c.; No. 231 utility pans, 
67c.: No. 12 tea pots, $1.67; No. 24, 
$2, and No. 36, $2.33 each, net. 


SANDPAPER.—Retail sales are begin- 
ning to improve, and shops are buy- 
ing in fair volume. Stocks are heavy 
for the start of the season, and prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream; second 
grade No. 1, $6 per ream, and garnet 
No. 1, $16.50 per ream, net. 


SASH CORD AND SASH WEIGHTS. 
—Sales are showing some improve- 
ment, although it is still early for much 
increase. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Silver Lake sash 
cord No S, 81 cents per pound; 
braided cotton sash cord, No. 8, 47 
cents per pound, and cast iron sash 
weights, $2.25 cwt., net. 


SCREWS.—Stocks are well filled for 
the opening of the season, and prices. 


are steady. 

We quote from jobbers’ stocks, 
f.c.b. Twin Cities: Flathead bright 
screws 75-15 per cent; round head 
blued screws, 75-5 per cent; flat head 
brass, 70-10 per cent, and round head 
brass, 65-10 per cent. 


Reading matter continued on page 102 











April 23, 1925 


HARDWARE AGE 








eo Ty = 


a 
> 
rv) 


2-H? 


“a 
¥ 


Below is shown the three- 
wing cast-aluminum 
agitator of the new 
Horton No. 34. It is 
responsible for the quick, 
vibrationless, positive 
washing action of this 
new model. 
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New HORTON No. 34 Electric — $122.50 Retail 
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Completing the Horton Line 


Bie the already commanding position occu- 
pied by each and every Horton model of 
Washer or Ironer is added this latest Horton 
achievement. 


The announcement of this machine new,novel 
and distinctive should surpass in importance 
any other news in the washing machine indus- 
try in 1925. 

The HORTON No. 34 Electric is distinc- 
tively different. Perhaps it should be sufficient 
to say it is a Horton product, having in it all 
those essential qualities which have sustained 
the Horton reputation for fifty-five years. 


We conscientiously believe it to be the greatest 


washing machine value ever offered — 
priced to appeal to an eager waiting market. 


Only a demonstration can fully convey its 
remarkable washing action—quick, vibration- 
less, noiseless—only an examination can reveal 
its many points of distinctive and exceptional 
mechanical perfection. It is a worthy com- 
panion to the famous No. 40—three cup suc- 
tion and the sturdy No. 33, both noteworthy 
successes in their class, 


Dealers and Jobbers demanded a Horton 
model in the intermediate price class. The 
No. 34 Electric is the answer. Its success is 
already assured. 


Descriptive literature is ready. We are now making deliveries. May we not 
urge you to order from your Jobber or write us for full information on this 


and the balance of the dominating line of HORTON Washers and Ironers. 


HORTON MANUFACTURING COMPANY 


1332 Fry Street 


Fort Wayne, Indiana 













Washers ana Ironers for 
every Purse and Purpose 
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acme of perfection in WASHER No. 30— Water 


Solaat” tall caies Power. Retail price $22.50. 


w 
$85.00. 





HORTON No. 40—the 

original 3-Cup Electric 

Suction Washer, Retail 

pee $160 with copper 
ub. 
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“ HORTON HOME IRONER 
WASHER No. 2~ . 30 inch roll. | Retail price 
hand operated washer. Vacuum type, hand 40| gas hea 7 04/9 [CleC~ 
etal cit. power Retail price $20. trically heated). 
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STEEL SHEETS.—Dealer stocks are 
in readiness for the call for building 
and repairing. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga. galvan- 
ized sheets at $5.85 cwt., and 28 ga. 
black steel sheets at $4.75 cwt. 
TIN.—There is but slight improvement 
so far in the consumption of this class 
of material, but a good season is ex- 
pected. Prices are steady as quoted. 


We quote stocks, 
f.o.b. Twin Cities: Furnace coke 
tin, ICL, 20 x 28, $14.25 per box, and 
I¢', 20 x 28, &8-lb. coating tin at $14.69 
per box. 


WIRE.—Demand for fence wire shows 
some increase, and there is some call 
for smooth wire for construction work. 
Prices are steady as last quoted. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Barbed painted 
hog wire at $3.39 per 80 rod spool; 
barbed painted cattle wire at $3.17 


from jobbers’ 


Automatic Electric Range 
Embodies New Principle 


The Armstrong Mfg. Co., Hunting- 
ton, W. Va., has recently put on the 
market the Armstrong Automatic Elec- 
tric Range, said to be an entirely new 
conception in an electric cooking de- 
vice that is creating unrestrained en- 
thusiasm among electric range dealers. 

The modern home demands many 
efficient electrical labor-saving devices. 
Surely the electric range has a large 
opportunity to serve by eliminating 
to a great extent the personal element 
in operation. 

One of the striking features is its 
compactness and absence of legs which 
are not needed, as it is suspended 
from the wall. 

The manufacturer claims many dis- 
tinctive features. 

It is made of pure white enamel and 
polished nickel throughout; the cur- 





rent consumption is said to be eco- 
nomical, the insulation and the oven 
control automatic. All heating ele- 
ments can be replaced as easily as elec- 
tric light bulbs without the use of 
tools or exposing wiring. The entire 
range can be taken apart and as- 
sembled with a screw driver. The 
body of the range is 23 in. square, is 
fastened to the wall by means of a 
bracket and weighs less than 150 Ib. 
There are four heating elements on 
top of the range. Two open types for 
quick heating, two closed types for 








| heats. 
_ing on the current by clock control at | | 
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per 80 rod spool; galvanized painted 
hog wire at $3.60 per 80 rod spool; 
barbed galvanized cattle wire at $3.37 
No. 9 plain fence 
base .and plain 
9, at $3.80 


per 80 rod spool, 
wire at $3.45 cwt. 
galvanized fence wire No. 
cwt., net. 


NESCO OIL COOK STOVES AND 
OVENS.—With the approach of the 
lake dwelling season, and warmer 
weather, there is fair inquiry for oil 
stoves and ovens. Modern farm homes 
are also turning to the oil cook stove 
as a means of cooking, doing away 
with the hot coal or wood stove. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco oil stoves 
and ovens at 30 per cent to 30-5 


per cent from list prices. 
LIST PRICES 


Nesco Oil Cook Stoves 


211 1 
212 2 


Burner 
RE Sere 


No. 
No. 





maintaining cooking operations at low 
cost. These two closed elements in- 
clude a family sized waffle mold and 
toaster drawer, heated both sides at 
once by divided element. 
time that these front elements are 


being used for waffles and toast, regu- | 


lar cooking operations may be carried | 
on on the top surfaces with the same 
heat. All heating elements have three 
The oven is cuntrolled by turn- 


any predetermined time, maintaining | 
it for any desired length of time, at | 
any desired temperature and turning | 
it off at a predetermined time. 





OE 








| 


At the same | 
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NWO. 213 3 TRUPROTS.. os cccccsees Bae 
No Sit 4 ERPMOTS.....cccestes See 
a Fe oer err 39.50 
No. 1102 High Shelf Only...... 5.25 
No. 1103 High Shelf Only...... 6.50 
No. 1104 High Shelf Only...... 8.00 
No. 1105 High Shelf Only...... 9.75 


Rockweave wicks, 25c. each. 


Nesco Ovens 


No. 05 1 Burner Solid Door..... $2.10 
No. 5 1 Burner Glass Door.... 2.25 
No. 010 1 Burner Solid Door.... 4.15 
No. 101 Burner Glass Door.... 4.40 
No. 020 2 Burners Solid Door... 5.15 
No. 20 2 Burners Glass Door... 5.40 
No. 030 2 Burners Selid Door... 5.40 
No. 30 2 Burners Glass Door... 5.70 


Nesco water heaters, list price $45. 


The manufacturers of Nesco Oil Cook 
Stoves have four zone price lists, varying 
according to the freight rates. The above 
prices are effective in Zone 1. Prices for 
Zones 2, 3 and 4 are higher and will be 
quoted on application. 


testing the cell and showing the cus- 
tomer that ft is fresh and strong. 
Positive rotation of unit cell stock is 
assured as the last cell of one lot is 
fed out before the next lot of cells is 
available. 

The cabinet, strongly made of sheet 
steel, is lithographed in mahogany. 
The two display compartments provide 
maximum display for a characteristic 
assortment of flashlight cases. 

The cabinet is approximately 24 in. 
'long, 18 in. high and 18 in. deep. Com- 
| plete directions for operation are given 


with each one. 


Attractive Cabinet for Flash- | 


light Display 


An attractive Eveready flashlight 


| 


and unit cell vending cabinet has been | 


designed and placed on the market by 
the National Carbon Co., with a view | 
to stimulating dealers’ sales. 

Not only does this cabinet, known 
as No. 1726, afford an alluring way of 
displaying the latest types of Ever- 
eady flashlights, but the stocking and 
vending device in the rear is unique 
and practical as both sizes of units 
cells can be handled with ease. The | 


NY" 224 





rear of the cabinet is divided into two 
compartments—one holds a full pack- 
age of No. 950 unit cells and the other 
two packages of No. 935 cells. 

It is claimed the channels in which 
the unit cells are stocked are thorough- 
ly insulated against short- circuiting of 
the cells. As each cell is removed con- 
tact is made with a lamp in the front 
of the display section which lights, 


| 


| wire). 


Insulated Bus-Bar Prevents 
Shorts in Radio Sets 


The Alpha Radio Supply Co., Inc., 
611 Broadway, New York City, has re- 
cently offered a new product to the 
trade known as Alpha Insulated Bus- 
Bar Wire (a spaghetti covered bus- 
An insulating compound is ap- 
plied to a No. 14 B. & S. round tinned 
Bus-Bar Wire. The wire is well tin- 
ned, has an even shiny surface and 


| covers a pure copper base. 


| 


one wire crosses another. 


It is said to be energy conserving 
and to undoubtedly increase the sensi- 
tiveness of a receiving set, and inci- 
dentally prevent short circuits where 
It is further 


_stated to be puncture proof and to be 
'tested for efficiency, including heat re- 


} 


| directly to the wire. 


sisting, oil, water, gas and acid. 


The insulating compound is applied 
The coating of 


insulation can easily be removed where 
_necessary without effect on the balance 
of the length of insulated wire, by only 
the finger nail or a knife, using care 








not to scrape the tinning from the 
wire. 

Some of the advantages claimed are 
the high quality of insulating and 
flexibility; smooth surface; easy to peel 
and easy to solder; excellent and to 
withstand any kind of climatic condi- 
tion; also said to be made in uniform, 
straight 2-ft. lengths in five colors— 
gold, red, black, blue and green. 

A sales promoting feature is a wall 
display box in each of which 100 
lengths of Alpha “Special” Spaghetti 
is packed. 
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{ “mail order competition: 
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in cases of 36 
f.o.b. Chicago 
$1.05 in cases of 
twenty-four; and $1.15 
in cases of twelve 









This 
Sturdy, Accurate 
eS ; scale finished in 
oe Ri | gray enamel, only 























Ever since the War, merchants have appealed to us for a gen- 
uine Hanson Scale at $1.00. It simply couldn’t be done. A 
dollar price was out of the question. 


But now Hanson has devised new Modern manufacturing methods 


methods of manufacture, developed alone are responsible. Standardiza- 
new economies. We offer a scale tion has produced tremendous 
for $1.00 that we are proud to put manufacturing economies and yet 
our name on and call the ‘‘Weigh- maintenance of unform quality. 


Master.”’ Remember! Hanson brought back 
the dollar scale. 


The New HANSON 
Weigh-Master 


You can sell hundreds! With a real price on the “Weigh-Master” 
you can quickly get the scale business of your community. You can 
meet and beat mail order competition. Don’t wait. Order now! 












HANSON No. W-90 
Capacity: 25 lbs. 
by ounces 


























HANSON Get the benefit of being the leader. 
Quality Leaders Timely to Sell 
A large section of our plant, already the largest exclusive scale 
se factory in the United States, is being’ given over to the manufac- 
Postal Scale ture of this Dollar Scale. Nevertheless we will be snowed under 
(April 15th rates) with orders. Get your order in at once to get your Dollar Scales 
A timely seller. Capacity, early. 


5 pounds, with revised 
rates dial for letters, 
printed matter and small 


pontine HANSON BROS. SCALE CO. 


507 N. Ada St. Chicago 


HANSON BROS. SCALE CO. NS, os de wee b8 
507 N. Ada St., Chicago 





HANSON 
Nursery Scale 


For your window 
during the May 
National Child 
Health Week. 
Attractive display 
material furnished. 
Retails for, $9.50. 





HANSON 
Please enter my order as follows: 

20-lb. 60-Ib. Dairy Seale 
Size Size Farmers are buying ‘7 86 Weigh-Master Scales @ $1.00. [ Order attached for ‘‘Quality Leaders.’’ 

dairy scales more this : va a von As 

spring than ever be- 1 24 Weigh-Master Scales @ $1.05. ] Include newspaper advertising cuts. 
Retails Retails fore. Nationally ad- ; 
for $4.00 for $5.00 vertised in Hoard’s [] 12 Weigh-Master Scales @ $1.15. ] Include free display material. 


Dairyman and Dairy 


Farmer. Note: All prices quoted are F.O.B. Chicago. 





Save freight by including an order for these quick-sell- TTT rr Tr rrTtrrr rrr rrr eri reer rc re Te TELCO OEP ECCT PCCETT TTT 
ing, profitable ‘‘Quality Leaders.’’ 
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104 HARDWARE AGE April 23, 1925 


Wholesale and Retail Business Increasing in 
Chicago—Demand Heavy for Seasonal Lines 


(Chicago office of HARDWARE AGE) 

HERE has been a steady and gratifying increase in 

business in this market during the past two or three 

weeks, and sales generally are running comfortably 
ahead of the same period last year. Retailers in the agri- 
cultural districts report that while their sales the first 
few weeks of this year ran behind a year ago, the increase 
that came with the opening of spring and the resumption 
of farming activities has already put 1925 ahead. 

Summer goods, especially lawn mowers, are in heavy 
demand, and with the weather so far ideal for farming 
operations it is predicted that business will be increas- 
ingly good as the season advances. 

Prices for the most part are holding very firm and 


AUTOMOBILE ACCESSORIES.—tThe | 
demand is increasing rapidly with the |'main unchanged. 


there are no indications of any material changes for some 
time. Jobbers have calainnlt a slight advance on copper 
and brass finished butts, this being the only adjustment 
in the jobbers’ prices since the general advance by the 
manufacturers a few weeks ago in the entire builders’ 
hardware line. White lead, the only other item to show a 
change, dropped a quarter of a cent. 

The enormous road building programs of the various 
state highway departments are getting under way and 
should prove a decided factor in the local business situa- 
tion during the summer months. There has been no let up 
in construction work, and the materials market is espe- 
cially strong. 

Tubes.—Cunningham and R. C. A., 


. ! 
~*H -_ 3 g n rices re- | . : ~ 
CHAIN.—Sales are good and Pp $3 list. Discount, 25 per cent. 


Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 





advent of warm weather. There have We quote from jobbers’ stocks, a 
heen n rice changes f.o.b. Chicago: %-in proof coil chain, - I ‘ ; 
vr ee pen _— | $8.50 per 100 Ib.; Tenso, Bull Dog FIELD FENCE.—Sales continue to be 
We quote from jobbers’ stocks, and Brown coil chains, .90- per ; , 
f.o.b. Chicago: | cent discount; No. _ 00-4% electric increasingly good. 

Spark Plugs.—Splitdorf, 50c. each; welded cow ties, $2.75 per doz. , We quote from jobbers’ stocks, 
regular, 58c. each; Champion X, 45c. oMpp ~ J S —The .O.b. Chicago: 726-6-12%, $30.38 per 
each; Champion Blue Box line, 53c. COPPER RIVETS AND BURRS. 100 rods; 1948-14%, $45.92 per 100 
each; A. C. Titan, 58c. each; lots of demand is heavy. Prices are un- rods. 

6c i S ; mF “or ’ : oe ; 
a ee Ae C. Special Ford, 44 changed. | FILES.—There is a good demand. 

Spot Lights.—Anderson, No. 3280, We quote from jobbers’ stocks, | We quote from jobbers’ stocks, 
$6.50. : ; f.o.b. Chicago: Copper rivets and f.o.b. Chicago: American files, 60-10 

‘rca A. Electric (Ford), $4 burrs, 33144 per cent discount. per cent >, list; Nicholson files, 50 
each. : _ . pIp . y __Salae per cent off list; Black Diamond files, 

Jacks.—Ajax No. 6, 90c. each; Na- DRAIN PII E CLEANER. Sales are 40-10-5 per cent off list. 


tional Standard No. 21, $1.20 each. 
Pumps. — Rose, 114 -in. cylinder, 


in prices. 





holding steady, and there is no change 


FISHING TACKLE.—Sales are large 
and the better grades of rods and reels 


A 7 


$1.55 each. 

Chains.—-Non-skid, dozen pair lots, We uote from jobbers’ stocks, : 

3314 per cent discount; 50 pair lots, cok A rae , are much in demand. 

40 per cent discount. , ; Economy Plumber drain pipe y - 

Tires and Tubes.— 30 x vases cleaner, in 1 lb. net cans, in lots of GALVANIZED WARE.—Sales have 
a ee, $9.45 each; = cord, 3 doz.,- $2.70 per doz., in lots of 6 been seasonably good, and the price 
24.40 ++ & Bray inner ubpes, oo x doz., $2.60 per doz.: and in 12 doz. t ti S ™ d 
dl, $1.20 each; red inner tubes, 30 lots, $2.50 per doz. r situation 1S unchanged. 

x 3%, $1.50 each. Same, in 2 lb.n et weight cans, in | We quote from jobbers’ stocks, 
AXES.—Sales are very good and prices lots of 2 doz., $4.90 per doz.; in — | f.0.b. Chicago: Competition galva- 
Som - By ow gy A dle sh and in lots | nized after-made water pails, genu- 

. | O « GOZ., Ot.v0 , _—— ine riveted ears, 10-qt. 2.30 doz.; 

We quote from jobbers’ stocks, | _ Hercules tile and porcelain cleaner, 12-qt., $2.50 doz.; pa ae wash 
f.o.b. Chicago: First quality single in 1 lb. net weight cans, $2 per doz. | tubs, No. 1, $6 doz.; No. 2, $6.85 doz.; 
bitted unhandled axes, 3 to 4 Ib., $14 in lots of 2 doz si No. 3, $7.75 doz.; No. 8 galvanized 
diz. base: double bitted, $19 doz. Hercules boiler liquid, in 1 qt., can, wash boiler, wood grip and handles, 
base; good quality black ‘unhandled $3 each; in % doz. lots, $2.50 each; $13.75 doz.; 1-gal. tin breast galva- 
axes, same weight, single bitted, $13 in 1 doz. lots, $2.25 each. _ a | nized kerosene can, $2.35 doz.; 5-gal. 
doz. base; single bitted handled axes, Same, in ‘2 gal. ot ae’ each; . 7 | galvanized oil cans, galvanized breast, 
$15.50 to $24 per doz., necording to doz. lots, $4.75 each, and in gal. $6.85 doz.; 1% -bu. galvanized after- 

cans, $9 each. made baskets, $4.75 doz.: 1l-bu. gal- 





quality and grade of handle; special 
unguaranteed handled’ axes, $12 per 
doz. base. 


EAVES TROUGH AND CONDUCTOR |_vanized baskets, $6.25 doz.; 11%-bu. 
‘ . ae ae PIPE.—Prices are firm. The demand 
BASEBALL GOODS.—Sales are con- ‘is increasing steadily with warmer 


galvanized baskets, $8.75 doz.; per- 
pendicular corrugated light galva- 
nized ash cans, with cover, No. 55, 
$15 per doz.; No. 66, $17.50 doz.; 


siderably ahead of last season, and a | 
‘ | weather. No. 77, $20 doz.; heavy galvanized 
large demand is expected. We quote from jobbers’ stocks, | after-made No. 171, $28.20 doz.; No. 
BOLTS AND NUTS.—There was some f.o.b. Chicago: Single bead lap joint 191, $37.25 doz.; No. 201, $44.75 doz. 
. . . ; r, 5-in., $4.5¢ 00 ft.; rru- ’ 
improvement noticeable in the demand te re a sll si.75 pr | ARDEN HOSE AND LAWN 
during the past week. 100 ft.; plain ridge roll, 1%-in., $4 | SPRINKLERS.—Sales are not heavy 
er 10 .} corrugated c tor el- ; : 
We quote from jobbers’ stocks, | Powe gin’ $136 doe mt UCtOr S _as yet, but an increase is expected as 


f.o.b. Chicago: Carriage bolts, cut ELECTRICAL AND RADIO MER- 


thread, 50 per cent discount; small 


carriage bolts, rolled thread, 50-10 CHANDISE.—Electric fans are begin- 


'the season advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 


per cent discount; machine bolts, cut a ; i 

thread, 50-10 per cent discount; ning to move nicely, and the sale of n noma . =" a aly, 

small machine bolts. rolled thread, | ~~ 3 - 4 = 17 ° per o% 4 -in., « C. per an 3-p if 

50-10-5 per cent discount; all stove batteries still holds up wel!. No price good quality, wrapped, %%-in., 10c. 
| . %-in., 12c. per ft.; 4-ply, 


ee 


bolts, 75-5, per cent discount: lag changes. 
screws, 60 per cent discount. | We quote from 


BUILDERS’ HARDWARE. — Jobbers f.o.b. Chicago: 





cellent. 


per * 
. — ee good quality, wrapped, -in., 12e. 
jobbers’ stocks, per ft.; %-in., 1l4c. per ft.; 5-ply, 
good quality, wrapped, %-in., 9c. 





1000-ft. lots, $13.75; %-in. brush 


+a Electrical Merchandise.—No. 14 : ee ee ‘ el ; 
announced an advance on brass finished rubber-covered wire, $7.90 per 1000 ttebices’” tee ae $28 _: 
butts. The demand continues to be ex- ft.; in 1000-ft. lots, $7.65; No. 18 original fountain sastahtiee’ 0 loz.: 
| lamp cord, $14.50 per 1000 ft.; in ~deg 2a epee Le s < ~ = aozZ.; 

| A. Rainbow, 38-in. high, $24 doz. 


brass key sockets, 


19c. each; two- | GLASS AND PUTTY.—The demand is 


We quote from jobbers’ stocks, pl 60c te i f 10 
f.o.b. Chicago: 2% x 31% steel butts. | way 1ULS, ) ° eacn, in S oO » . ° 
case lots, old copper and dull brass | 49%2c. each; one-piece attachment still rather quiet, due to the season. 
finish, $2.76 per doz. pair; 4 x 4 steel plugs, 15c. each; two-piece attach- We quote from jobbers’ stocks, 
ment plugs, 12c. each; dry _ cells, f.o.b. Chicago: Single strength A, 


| 
| 
butts, old copper and dull brass | 
finish, $3.84 per doz. pair; heavy 


boxes of 50, 30%4c. 
ease lots, 34c. each. 


each; less than 25-in. bracket, 87 per cent discount; 
single strength <A, 34 to  40-in. 





steel bevel inside sets, case lots, ; , ; ; 
$6.75 per doz.; steel bit-keyed front Radio Supplies.—Radio B batteries, bracket, 85 per cent discount; single 
door sets, $1.75 per set: wrought No. 766, $1.40 each; No. 767, $2.62 strength A, all other brackets, 84 per 
brass bit-keyed front door sets, $3.25 each. cent discount; double strength A, all 
per set; cylinder front door sets, Battery Charges.—Apco line, in sizes, 85 per cent discount; double 
$7.50 per set. lots of less than 10, $13.50 each, net. strength B, 86 per cent discount. 


Reading matter continued on page 106 
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For lights that are right 


SELL Eveready Mazda 
Automobile Lamps. These 
lamps give rated candle- 
ower—can be _ focused 
accurately, take minimum 
current, and last longest. 
Motorists who use them 
know the full joy of safe 


driving at night. The na- 


tionally known trade-name 
Eveready means quick and 
easy sales for you. Coupled 
with the name “Mazda,” 

ou have a combination 
that is unequaled for ser- 
vice and outstanding in 
quality. 

Ask your jobber. 


> 


NATIONAL CARBON COMPANY, INC., New York—San Francisco 


Atlanta Chicago 


Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


MAZDA 
AUTOMOBILE LAMPS 
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Putty, pure grades, $38.75 per 100 Ib.; 


commercial $3.40 per 100 Ib. 
HANDLED HAMMERS.—The demand 
is very good. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16-o0z. 
nail hammers, $10.50 doz.; first qual- 
ity, 16-oz. machinist hammers, $7.85 
doz.;: medium quality, 16-oz. nail 
hammers, $6 doz. 


HANDLES, AGRICULTURAL. — The 
volume of sales is steadily increasing. 
Prices remain unchanged. 


We jobbers’ 
f.o.b. Chicago: 
Hay Fork 
chucked and bored, 
ft., $4.50 doz.; 5-ft.; $5.50 doz.; XX, 
414-ft., $4 doz.; 5-ft., $4.80 doz.; X, 
414-ft., $2.40 doz.; 5-ft., $2.80 doz. 
Hay Fork Handles.—B Sent, chucked 


quote from stocks, 
Straight, 


41,- 


Handles.- 
best grade, 


and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, bent, with strap, 
ferrule and cap, 4- ft. , $5.50 doz.; 4%- 
ft., $5.75 doz.: XX bent, 4% ft., $4.50 
doz 5-ft., $5.50 doz.; X bent, 4%. 
ft., $38 doz.; 5-ft., $3.40 doz. 

Manure Fork Handles.—bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5. 10 
doz.; XX bent, 4-ft., $4.15 doz. ; ; 4% 
ft., $4.40 doz. : X be nt, 4-ft., $2. 60 
doz.; 4%-ft., $2.95 doz. 


Garden Hoe WHandies.—XX, 4%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake WHandiles.—-XX, 5%- 
ft.. $5.25 doz.: X, 5%-ft., $3. 25 doz. 

2? Handles.—lte ul: ir pe tte rn, 
+e a 4-ft., $5.90 doz.; X, 4g-ft., 
$3. 90 sea: D handle, best oe 
$7.95 doz.; X grade, $6 doz. 

‘Handles.—-D handle, best 


Spade 
grade, $7.75 doz.; X grade, $6 doz. 
are 


HANDLES, TOOL.—Sales 
good and prices firm. 

We 

f.o.b. 


very 


quote from jobbers’ stocks, 
Chicago: 

Axe WHandles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handles.— 


No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 
HATCHETS. — No recent'=markei 
changes. Demand is normal. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets. 
No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 


2 shingling $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HINGES.—Sales are very satisfactory 
and prices are unchanged. 





We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1. 
6-in., $1.60; 8-in., $2.70; 10- in., $4. 30) 
per doz. pair: extra ore T hinges, 
in bundles, 4-in., oe -in. Be xt 
6-in., $2.08; S8-in. 56; 10- in. $5.10 
per doz. pair. 

ICE CREAM FREEZERS. a 
fair amount of business’ reported. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1- 
qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6.75 list; 4-qt., $8.25 list; 6-qt., 
$10.45 list: 8-qt., $13.50 list; 10-qt., 
$18 list; 12-qt., $21.55 list; 15-qt., 
$25.60 list; 20-qt., $33.20 list; 25-qt., 
$42.60 list; Arctic, 1-qt., $4 list; 2-qt., 
$4.60 list: 3-qt., $5.55 list; 4-qt., $6.80 
list: 6-qt., $8.60 list; S8-qt., $11. 10 list. 
All the above less 50 per cent dis- 
count. 

INCUBATORS.—There is a_ strong, 


steady demand. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Incubators, 35 per 
cent discount; brooder stoves, 35 per 
cent discount; insulated chicken 
waterers, $3.25 each. 

LAWN MOWERS AND GRASS 
CATCHERS. — Current orders are 
showing a very good volume. Sales 


are reported to now be ahead of last 

year up to this time. Prices are firm. 
We stocks, 

f.o.b. 


quote from jobbers’ 


Chicago: 





} 


| 
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Lawn Mowers.—16-in. ball bearing, 


5-knife, ll-in. wheels, $12.35 each; 
16-in., ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4- knife, 
9-in. wheels, $7.85 each; 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in., ball bearing, 4-knife, 
S-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 


NAILS.—There is a very slight im- 
provement in sales. Prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago Common wire nails, 
$3.25 per keg base; cement coated, 


rf 


$2.55 per keg 
galvanized nails 


The extra for 
$2.25 


base. 
is now for l- 


than 


~ and longer; $2.50 for shorter 

-in. 

“OIL STOVES.—Current sales show a 
very satisfactory development. Prices 
remain unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, 
$28 each list; new Improved Perfec 


tion 2- burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list; Danestes | 2 -burner, $45 each list; 
4-burner, $58.50 each list. All sub- 


ject to 30 per cent discount. Lots 
of ten or more are subject to 30-5 
per cent discount. Nesco Oil Cook 
Stoves, No. 211, 1-burner, $9.50 each 
list; No. 212, 2-burners, $17.35 each 
list; No. 213, 3-burners, $22 each list; 
No. 214, 4-burners, $28 each list; No. 


each list; 
1102, High Shelf only, $5.25 each 
list; No. 1103 High Shelf only, $6.50 
each list; No. 1104, High Shelf only, 
$8 each list; No. 1105, High Shelf 
only, $9.75 each list. Rockweave 
wicks, 25c. each. Nesco Ovens, No. 
05, 1-burner Solid Door, $2.10 each 
No. 5, 1-burner Glass Door, 
each list; No. 010, 1-burner 
Solid Door, $4.15 each list; No. 10, 
1-burner Glass Door, $4.40 each list: 
No. 020, 2-purners Solid Door, $5.15 
each list: No. 20, 2-burners Glass 
Door, $5.40 each list: No. 030, 2- 
burners Solid Door, $5.40 each list. 


215, 
No. 


5-burners, $39.50 


No. 30, 2-burners Glass Door, $5.70 
each list; Nesco water heaters, $45 
each list. All subject to 30-5 per 


cent discount. 

The manufacturers of Nesco Oil Cook 
Stoves have four zone price lists, varying 
according to the freight rates. The above 
prices are effective in Zone 1. Prices for 
Zones 2, 3 and 4 are higher and will be 
quoted on application. 


PAINTS AND OILS.—There have been 


' 


no price changes except a quarter cent 


'drop in white lead. 


jobbers’ stoaoks, 


barrel lots, $1.19 


We quote from 
f.o.b. Chicago: 
Linseed Oil.—Raw, 
per gal.; 5-barrel lots, $1.14 per gal. 
Linseed Oil.—Boiled, barrel lots, 
i per gal.; 5-barrel lots, $1.17 per 
gal. 
 neimeneneiiieaien lots, $1.04 per 
gal. 
Denatured 
60c. per gal.; 
returnable. 
White Lead.—100-lb. kegs, 
50-lb. kegs, $8: 25-lb. kegs, $4; 
lb. kegs, $2.05. 
" Dry Paste.—Barrel 
) 


lots, 


$6, 
$15.75; 


121%4- 


Alcohol.—Barrel 
steel drum, extra 


lots, 74sec. per 
Shellac.—(4%-lb. goods), white, 
$4.55 per gal.; orange, $4.20 per gal. 
English Venetian Red.—lIn barrels, 
$3.50 to $6.75 per 100 Ib. 


| PYREX WARE.—tThere is a continued 


j 


| 


Reading matter continued on page 


steady demand. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 
Casseroles.—Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 
Casseroles.—-Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 
Tea Pots.—2-cup, $20 doz.; 4-cup, 
24 doz.: 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 


“oe 


2, $14 doz. 
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ROOFING AND PAPER.—The demand 
is showing a steady increase. No price 
changes. 


We uote 
f.o.b. Chicago: 


from jobbers’ stocks, 
Best grade slate sur- 
faced prepared roofing, $2.10 per 
square; best grade tale surfaced, 
$2.35 per square; medium talc sur- 
faced, $1.75 per square; light talc 
surfac ed, $1.10 per square; red rosin 
sheathing, $62 per ton. 


ROPE.—Sales are in good volume and 


prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 26%c. to 28%%c. per lb.; 


No. 2 Manila, 25%c. per Ib.; No. i 
Sisal, 17%c. per lIb.; No. 9 Sisal, 
16%c. per Ib. 
SASH CORD.—Sales are good and 
prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. standard 
brands, $10.55 per doz. hanks; No. 
8, $12.10 per doz. hanks. 


SASH PULLEYS.—tThere is a good 

demand. Prices unchanged. 
We quote from jobbers’ 
f.o.b. Chicago: Common sash 
leys, 50c. doz.; barrels, 54c. 
Common Sense, 2-in., 60c. doz.; 
rels, 54c. doz.; No. 105, 52c. 
barrels, 48c. doz. 


SCREWS.—Prices are firm, and sales 
are very satisfactory. 


stocks, 
pul- 
doz.; 
bar- 
doz.; 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 78-10 per cent new list; 


round head blued, 76-10 per cent list; 


flat head brass, 76-5 per cent new 
list; round head brass, 74-5 per cent 
new list: japanned, 72-10 per cent 


new list. 


SCREEN DOORS AND WINDOW. 
SCREENS.—Sales are very good and 
are steadily growing better.’ 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Screen Doors.—No. 266, 2-8 x 6-S, 
$22.80 doz.: No. 296, 2-8 x 6-8, $27 
doz.; No. 311, 2-8 x 6-8, $32.10 doz. 

Window Screens.—No. 1833, $4.94 
doz.; No. 2433, $6 doz. 


SOLDER AND BABBITT METAL.— 
Sales are good. Prices steady. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Warranted, 50-50 
solder, $40 per 100 Ib.; medium, 45- 
55 solder, $39 per 100 Ib.; tinners’, 
40-60 solder, $38 per 100 Ib.; high 
speed babbitt metal, $20 per 100 Ib.; 
standard No. 4 babbitt metal, $14 
per 100 Ib. 


WIRE GOODS.—The demand is good. 
Prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.15 per 100 lb.; No. 9 galva- 
nized plain wire, $3.60 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.95 per 100 Ilb.; 80-rod 
spool galvanized hog wire, $3.43 per 
spool. Polished fence staples, $3.70 
per 100 lb.; 12-mesh black wire cloth. 
$1.90 per 100 sq. ft.; 12-mesh gal- 
vanized wire cloth, $2.20 per 100 sq. 
ft.; 14-mesh bronze wire cloth, $6.25 
per 100 sq. ft.; galvanized poultry 
netting, 55-5 per cent discount; gal- 
vanized after poultry netting, 50-5 
per cent discount. 


WRENCHES.—Both the demand and 
prices are steady. 


We from jobbers’ stocks, 
f.o.b. Chicago Agricultural 
wrenches, 60 per cent discount: 
Coes’ wrenches, 40-10 per cent dis- 
count; engineers’ wrenches, 50-10 
per cent off new list: Stillson, 65-10 
per cent discount; Trimo, 65-5 per 
cent discount. 

Snap-On Wrenches. 
electrical i $4: No. 
Service se $15.25; No. 


quote 


— Radio and 
101 Master 
202 Heavy 


set, $8.80; No. 303 Ford Master Ser- 

vice set, $14.85: No. 404 Universal 
Socket set, $8. 75; No. 505B Screw 
Driver set, $3.40 No. 900 Square 
Socket set, $3.7 All Snap-On 


Wrenches less 40 ee cent. 
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Now let us pull 


the “cork” out of 


‘The Neek 
of the Bottle!” 


Hardware Age has been runnirtg a series of 
editorials showing that the retailer is the 
“neck of the bottle” when it comes to dis- 
tribution—that, no matter what the manu- 
facturing jobber may do, the final transac- 
5 tion depends upon the retailer. 
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ITH due apologies to the editors of Hardware Age, we should 
like to call your attention to the fact, Mr. Retailer, that your 
ability to function at the “neck of the bottle’? depends upon the facility 
and accuracy with which you can transact business with your customers. 


very transaction must be— 
I. Speedy as possible 
2. Accurate as possible 


3. Clear as possible to your customer and free from the possi- 
bility of misunderstanding. 





The New SHOUP- Besides all this, each transaction must be handled (recorded, charged 
ALIGNER Record Filer and billed) in such a way that your profits will be conserved—so 
that your own knowledge and grasp of the details of each transaction 

Illustrated below is strengthened and augmented. 
A new departure in autographic It is precisely these things that the Shoup-Aligner Register does for 
registers. Just the device you you and your business. Systems utilizing the Autographic Register 


have needed. Does all the ; 
work of other registers, plus have been, and are now, in widespread use by, the hardware whole- 


detaching and filing of record saler, jobber and retailer. 


copies in loose teaf form. ‘ 
Experience proves that where such systems are used, the greatest 


Write for Details economy and efficiency result. 


Undoubtedly, if you will let one of our systems men call and talk 
over with you the matter of utilizing a Shoup-Aligner Register system 
in your business, you will find a number of ways by which you can 
save money and make every transaction more profitable, both to your 
customer and to yourself. 


It puts vou under no obligation to have our representative call to 
see you. Simply write on your own letterhead and we will send a 
man at once. 


LS AVULMEB LG jes 
ditcheeacies kage AUTOGRAPHIC REGISTER( COMPANY 


ORIGINATORS OF CONTINUOUS PRINTED FORMS 


350-358 10th STREET HOBOKEN, NEW JERSEY 


Represented in Canada by 
AUTOGRAPHIC REGISTER SYSTEMS, Limited 
110 St. Peter Street, Montreal, Quebec 
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Brooklyn 


Efficiently Compiled 
Standard Size Catalogs 


The Brooklyn Daily Eagle an- 
nounces the purchase of the assets of 
the Morgner Catalog Company and 
the engagement of the entire compil- 
ing staff of that company. 

This business, founded by Mr. 
Morgner, will be continued in our 
Catalog Department and its opera- 
tion supervised by experts with a 
broad understanding of catalog 
problems. 

The personnel, now a part of our 
organization, compiled the first na- 
tional standard size catalog ever 
produced in this country—an inno- 
vation in simplification and stand- 
ardization. 

The Catalog Department of the 
Brooklyn Daily Eagle meets per- 
fectly the requirements of an efh- 
cient, experienced and _ financially 
responsible company. The complete 
staff of the former Morgner Catalog 
Company is housed in the most up- 
to-date plant of its kind and is fully 


equipped to handle individually 
compiled catalogs from start to 
finish. 


Let us build a catalog to fit your 
business and show you how we can 
help your inside organization so that 
you can better serve your customers. 

We will be glad to discuss our fa- 
cilities and prices in detail. 

A letter will bring full particulars 





305 Washington Street 


“Makers of Eagle-Made Standard Size Catalogues” 


Catalogue Department 


Brooklyn Daily Eagle 


New York 
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$4,500 in Paint Sales with a 
$600 Paint Stock 


(Continued from page 68) 





CUCCGTECRERTT OCTET reete ttt 


ing the number of cans of each size and color 
in stock at the beginning of the year. When a 
sale is made a straight mark is placed in the 
first left hand vacant space so that the number 
of vacant squares between the last straight 
mark and the circle represents the number of 
cans on hand. As the distance diminishes be- 
tween the marks and the circles, fair warning 
is given to re-order and consequently Mr. Knoff 
is never caught out of stock on any popular 
shade or color. As new stock arrives the circle 
is erased and remade the proper number of 
squares to the right. 

With this chart there is no guess work as 
to the best selling colors—you see it at a 
glance. At the end of the year a cross is made 
in front of each color that did not have a rea- 
sonable sale and that color is not re-stocked 
the next year. By this method the stock is 
becoming rapidly simplified—for example this 
year, the dropping of seven colors of outside 
paint that were poor sellers last year brings 
Mr. Knoff’s complete color card of outside 
paints down to fourteen colors and black and 
white. 

The record also helps the sales of paint in 
that it is easy to show a customer what are 
actually the more poular colors and thereby 
save considerable time usually spent by the 
customer in trying to decide on a color’scheme. 
As Knoff puts it ““You don’t have to be a sales- 
man to get your customer to buy the colors 
that everybody else is using. I just show them 
the chart and they buy the one I want them to.” 








Is One Day Enough for a 
Special Sale? 


The management of Spelger & Hurlbut, 
Second Avenue and Union Street, Seattle, 
Wash., believes that one day is enough time to 
devote to a special sale. But this firm has a 
special sale every day. In other words, this 
store offers the public some special piece of 
merchandise at a special price every business 
day of the year. 

In the opinion of a member of the firm, most 
firms make a mistake in holding a special sale 
for an entire week. One day is enough, he be2- 
lieves. A special sale that runs over an entire 
week, he contends, has a tendency to cause 
prospective customers to put off buying until 
late in the week, and the result is not satis- 
factory for the merchant. 

Something special every day, well advertised 
for one day at a special price draws customers 
in large numbers for this Northwestern firm, 
and enables it to get a rapid stock turn. 
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Responsibility for Glorified 
Peddling 


(Continued from page 58) 


sale houses in the hardware, grocery and 
other lines, the wholesale house to supply 
sach club with suitable catalogs and neces- 
sary samples of goods carried in the whole- 
sale stock, from which orders will be taken 
by competent people, cash in advance, to be 
shipped, say twice each week to the club 
headquarters, to be delivered from there to 
the buyers in small quantities as ordered. 
This is going one step further than the re- 
tailer owned jobbing house, and means the 
elimination of all jobbers, traveling sales- 
men and retailers, but I am predicting that 
if we do not improve our methods that the 
consumers will take this step without stop- 
ping to buy out any one’s business. I do not 
expect to hear any handclapping on this 
suggestion, but it offers a way for the re- 
tailer to extricate himself from a bad situa- 
tion and to become the manager of a busi- 
ness that actually pays. If I see a man 
swimming down the river and I know there 
is a whirlpool below that will suck him 
under and drown him, I can not see where 
it is wrong to tell him about it. We must 
find a way to buy the 45¢ article for 45c, or 
be forced out of business. In order to do 
this, one or more steps in the system of from 
manufacturer to jobber, through salesman 
to retailer, to consumer, must be eliminated. 

“The department store, the chain store, 
the 5 and 10 cent store, the members of re- 
tailer owned jobbing firms; the mail order 
house; the peddler and all the others are 
buying for less money and: can sell for less 
than the individual retailer who is trying to 
go it alone. 

“The remark has been made that the old 
line retailer has become so accustomed to be- 
ing ‘sold’ by a salesman that it is next to 
impossible to get him to do anything that 
is not recommended by a good talker. I 
believe the assembled wholesale stock is a 
necessity and that it will always be necessary 
to keep some goods on hand in retail stores, 
which can be delivered on call, but it doesn’t 
follow that we must maintain an army of 
traveling salesmen and a host of limousine 
driving jobbers in order to do this economi- 
ally. 

“Tf the members of the retailer owned 
wholesale houses will adopt the plan of only 
‘arrying a very. small stock and taking 
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Model 640 


Model 644, 19 ft. 
Cord... oO Match Utility 


Model 622 Ash Lamp and 

Receiver .. $1.00 a 
Model 642 
Lanip $1.25 
Model 643 


\ Bracket 20¢ 
‘Have You One on Your Car ? 
You'll 
then realize that this con- 
become a 
necessity. Its a self 
starter for smokers. 


If not, put one on. 


venience’ has 





ce $5.00 
You'll also find how easily 


it can be attached, espe- 
cially the E-Z-On at $3.00. 
Then tell your customers 
about it. You’ll make 
sales and make friends, 
for nine out of every ten 
—the tenth being a non- 
smoker—would like to 
have one, but 
bought for either one or 
two reasons; they haven’t 
thought of it or have 
thought it too much 
trouble to attach. It’s not 
the price, for there’s a 
model for every pocket- 


book, as well as for every 
car. 820" $15.00 





haven't 








The Cuno Engineering Corp. 


80 South Vine Street 
Meriden, . 





Conn. 
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HE Everedy Bottle Capper is so prac- 
tical and such a handy time and 
trouble saver that every possible user 
buys one on sight. It works simply and 
surely. Never breaks bottles. Never sticks. 
Handsomely finished in nickel plate. 


The harvest time to sell these Cappers is 
right now, when everybody is bottling 
summer beverages, catsup, etc., at home. 
Put one on your counter, ready to dem- 
onstrate and every woman who comes in 
will realize she needs one—and she'll tell 
her friends where she got the Everedy 
Capper. 


Everedy Bottle Cappers 


Retail Prices 


With rubber padded steel base . . . . $1.50 
With steel base (plain) . . i oo ae 2 1.25 
ee 1.50 















S « THE EVEREDY COMPANY 
> 3 East Street 
Frederick, Md. 


Order from your 

jobber. Also ask him 

about the Everedy 
Strainer Set, or 


write us. 





























orders for all heavy articles to be shipped 
direct, all business to be done on a strictly 
cash basis, I believe they will be able to hold 
their own. 

“The trend of business seems to be back 
toward the general or department store, 
which may result in a great reduction in the 
number of merchants; but as to Just what 
form the change will take, only the future 
can tell. I have never heard of either of 
the above suggestions being tried out, and 
they may be all wrong; if so, pick them to 
pieces. Stating them as I see them may at 
least cause some thinking along this line.” 

(Signed) J. W. Bales 
Billings, Montana 





Fundamental Factors. in Success- 


ful Radio Merchandising 

(Continued from page 63) 
speakers, dry cells, “B” batteries, ‘‘A”  bat- 
teries, insulators and other necessary items 
for radio operation and construction. We have 
found that the preference of the public is 
toward the complete set, hence we endeavor to 
keep our stock of parts down to the minimum con- 
sistent with good service. Of course there is al- 
ways some demand from the radio “bug” or ama- 
teur for parts as they prefer to make their own 
outfit. For this class it will be necessary to carry 
some supplies. 

It is our experience that the public wants a set 
that is simple, efficient and not hard to tune. Our 
customers do not demand an outfit with a dozen 
dials, switches, etc. 

In the matter of sales they are, as far as possi- 
ble, handled by our radio men exclusively. But all 
members of our sales force have received instruc- 
tion and are able to render service and sell this 
line. Outfits for demonstration purposes are set 
up in the radio department ready for use at all 
times. All prospects who may desire it are given 
an actual demonstration at home. An outfit is 
set up for them and they are permitted to keep 
it one week on approval. Home demonstrations 
are found to be more favorable and more of a 
selling factor than demonstrations at the store in 
the heart of the business district. 

We prefer to install all outfits for the customer. 
We know then that they are properly installed and 
that the customer will be satisfied and will be an 
asset for good will rather than a liability. Every 
outfit installed by us is in working order before 
the radio man leaves and the purchaser is shown 
how to properly care for and operate the set. 
All precautions are taken to make our sets stay 
“sold” and to eliminate as far as possible unnec- 
cessary service due to lack of knowledge on the 
part of the customer or to poor installation. 

We guarantee satisfaction on every outfit sold 
and make good cheerfully all defects or troubles. 
As far as possible all sales are for cash, but to 
the right parties we allow credit and the privilege 
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of payment on the installment plan. The credit 
of every customer of this type is thoroughly inves- 
tigated to avoid any loss. 

The young boy is a strong factor in our radio 
sales, especially for parts used in building sets and 
also for the smaller ready-made receivers. But 
boy-nature, he is not satisfied with the results ob- 
tainable from his small set and desires to cover 
more area, to get more distant stations and he 
comes back for additional apparatus. With his 
self-made outfit the tries to surpass the record 
which his dad obtains on the big set. He is a big 
element in our repeat business. 

Our sales of radio have not been confined to the 
boys or young men, however. The strongest ra- 
dio enthusiast is the substantial man of family 
and means who finds that he can sit comfortably 
in his own home, with his pipe and newspaper and 
“listen-in” to his favorite political speaker, vaude- 
ville actor or musician. 

Hence we cater also to the family man and also 
the farmer. Located as we are in the natural 
merchandising center for a large agricultural pop- 
ulation, Burlington being the largest city in the 
State, we have found the farmer a very good pros- 


pect for radio. Farmers everywhere are waking . 


up to the possibilities of radio as a necessity to 
their life and as an asset to their business. 

The daily broadcasting schedules as given from 
the leading radiophone stations of the country are 
of especial interest to the farmer. For them it 
is a comparatively new means of communication 
with daily activity in the cities. Broadcasting sta- 
tions are mindful of the fact that a large percen- 
tage of its potential audience is made up of farm- 
ing folk and endeavored to make their programs 
of interest to them. In fact, it would seem as 
though their entire program was directly neces- 
sary to farm life. 

In connection with the farming trade it might 
be well to state that they usually prefer the dry 
cell sets and in some cases should be sold no other. 
In some rural sections farms are not equipped 
with electricity and electric power is not easily 
available so that storage batteries could not be 
kept charged without a great deal of expense and 
bother. 

We carry out a regular, well-planned advertis- 
ing program on radio. The regular advertise- 
ments are run in the local papers. At intervals 
we send out radio advertising by mail to names 
on our mailing list and to prospects. At every 
available opportunity we avail ourselves of all 
the publicity possible. For instance, at the re- 
cent convention of the Vermont Teachers’ Asso- 
ciation and again at the Vermont Dairymen’s Con- 
vention, held in this city, we installed a radio out- 
fit in the convention hall for their entertainment 
and use. These stunts certainly help to create 
publicity and sales. Radio literature, hook-ups 
and diagrams are available for people at all times 
in our radio department. 

Since organization our turnover on radio has 
approximated nine, based on a yearly basis. We 
anticipate that we will be able to turn our stock 
about ten times during this present year, if pres- 
ent conditions and tendencies are at all reliable. 
We feel that this summer radio will continue to 
go along on an even keel due to the improvements 
in breadcasting and in receivers. Vacationists in 
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A Fish Story! 


You have doubtless heard a lot of fish stories 
and here is another one dealing directly with 
FISH SPEARS. Have you enough stock for 


your season’s requirements? If not, order now, 


dependable— 
ARCADE 


FISH SPEARS 


Arcade Fish Spears are hand 
forged and tempered by skilled 
workmen. The shanks are mal- 
leable iron and the tines are 
worked from the finest grade of 
crucible spring steel. The points 
and barbs are hand ground to a 
strong sharp point. 
Well finished in black, 
baked enamel, every 
spear is guaranteed. 
























No. 5 No. 10 


The No. 5 as shown above has five prongs fitted with a socket. 
Length of tines, 64% inches. Width of prongs, 4% inches. Ex- 
treme length is 11 inches. Finished in black enamel. 


The No. 10 has three prongs fitted with socket. Length of 
tines 4 inches; width of prongs, 2 inches. Extreme length, 7% 
inches. Both the No. 5 and 10 are packed one dozen in a paper 
box, one gross in a case. 


i 


Ny 








No. 7 


A well balanced Spear with five 63%4 inch prongs. Machine cut 
threads and shanks. 3% inch steel ferrule. Width of prongs, 
5 inches. Extreme length, 21 inches. Finished in aluminum 
bronze. Packed one dozen in a wood case. 


Five prongs, socket. Length 
of tines, 4 inches. Width of 
prongs, 3 inches. Extreme 
length, 73% inches. Packed 
one dozen to a paper box, 
one gross in a case. Finished 
in black enamel. 














Ask for free catalog of hardware and toys. 


ARCADE MFG. CO., Freeport, III. 


ARVADE 


an? TOYS 
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Waren a hardware man comes 
into The Mechanics & Metals 
National Bank of New York he 
is at home. Here he meets 
friends who know how he does 
business, who know what he 
wants and who know how to 
provide for those wants. 





Let us demonstrate our knowledge of your 
business the next time you come to the city, 
or write us and permit us to visit you, 











THE 


MECHANICS & METALS 
NATIONAL BANK 


OF THE CITY OF NEW YORK 
Deposits June 30, 1924, $288,000,000 
































Tents and Tarpaulins 


For Every Purpose for the 


ROAD BUILDER 
CONSTRUCTION ENGINEER 

INDUSTRIAL CONTRACTOR 

WALL TENTS, TARPAULINS, STABLE 

TENTS, MULE FLYS, ALSO AWNINGS FOR 

STORES OR RESIDENCES AND CANVAS 

SPECIALTIES. 

Made to suit your own specification from the best 

materials. Every job guaranteed or your money back. 


ATLANTA TENT & AWNING COMPANY 
East Point, Ga. 
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this section of Vermont, which is fast becoming a 
popular summer place for people who are lured 
here by Vermont’s Green Mountain, lakes and 
streams, will be further impetus to sales. It is 
a year-around business, and it is strange to us how 
any hardware dealer can ignore radio achieve- 
ments, for they are brought to his attention every 
day. 





More or Less About Organization 
(Continued from page 79) 





carried a large salary, not a single man in that 
department could be induced to take the place of 
the discharged chief. They would quit first. This 
was an extreme expression of “gang loyalty.” 
They cared more for their departmental chief 
than they did for the business as a whole. They 
had absolutely no loyalty whatever to the general 
business. 
ot * * *K * 


That is why I think these references in this 
General Letter are unusually interesting. The 
principle back of this is as old as the hills. Just 
read history. Study the struggle between kings 
and their powerful nobles. Sometimes the king 
was simply a puppet in the hands of his nobility. 
These powerful nobles devoted the greater part 
of their lives to the pleasant pastime of fighting 
among themselves. They would often grab the 
king and use him merely for propaganda. You — 
remember the King of France at the time of Joan 
of Arc. He was an imbecile. He spent most of 
his time eating candy and playing with dolls. 
However, the nation had to have a head, so Joan 
and the loyal nobles pushed him to the front. You 
will also remember how, after Joan fought his 
battles for him and placed him back on this 
throne, this moron king forgot her services and 
left her to her fate. 

Louis XIV was not only a wonderful soldier but 
he was a brilliant statesman. Unfortunately, his 
real greatness has been somewhat obscured be- 
cause so many of us have heard more about his 
little affairs with the ladies than we have heard 
about his success on the battlefield or his ability 
in statesmanship. 

In his day, travel was no faster than the speed 
of the fastest horse. His nobles were scattered 
over his kingdom, entrenched in their out-of-the- 
way castles. Louis XIV decided to consolidate 
his empire. He was fully aware of the ambitions 
of his nobility. Many of them aspired to be his 
rivals. 

Louis XIV built beautiful Versailles. It was a 
royal boarding house on a tremendous scale. He 
extended polite invitations to the strongest of his 
nobility to come to Versailles to visit him. When 
they came he entertained them royally, but he did 
not allow them to return to their castles. While 
they were philandering with the charming fair 
ones at Versailles, Louis XIV consolidated his 
kingdom. It was easier to keep an eye on all these 
ambitious noblemen when he had them around 
him in the greatest free boarding house the world 
has ever known—the Court of Louis XIV! 
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Sashweights and Nails 
By William Ludlum 


When I first tackled hardware 
The boss said to me, 
“While still at the business 
You’re green, let me see? 
I guess you had better, 
Unless your nerve fails, 
Begin at the bottom— 
On sashweights and nails.” 


So I hauled and I stacked ’em 
In bundles and kegs, 

With hands torn and bleeding 
And kinks in my legs; 

With back nearly broken, 
In bins and on rails, 

I learned my first lesson— 
Hauled—sashweights and nails. 





But my nerve kept me at it, 
My pride made me toil 
Regardless of bruises 
Of rust and of soil 
Till I’d stacked the last bundle 
And keg and, though vexed, 
I went to the boss and 
I said to him—‘‘Next ?” 


He looked at me, smiling, 
And said, “‘Boy, you'll do! 
I see, when you start things— 
You carry ’em through; 
And, if you keep at it 
The way you began, 
You’ll soon be a-making— 
A real hardware man!” 


That was long years ago and— 
I’m still in the trade; 

To my friends I explain that 
I’m—nail-sashweight made, 
Though, in private, quite often 

My memory quails 
When I think of my first day 
And—sashweights and nails. 
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Versatile Display Tables 
(Continued from page 66) 


back of the table. Dimensions are shown on 
working drawing. 

Table 5 contains a fairly complete line of 
miscellanous plumbing goods, such as candles, 
wiping cloths, plumb bobs, washers, shower 
fixtures, drain pipe cleaner, nozzles, rubber 
tubing, ete. Prices run in cents as follows 
5-6-8-27-30-50 up to $2, so you see there is 
ample range of price on this table. 

The oblong display frame as used on table 
8 is also a simple adaption of the basic table. 
Asbestos table matts, egg beaters, whisk 
brooms, sink brushes, sink scoops, strainers, 
thermometers and other items which in use 
are “hung on hooks” are displayed “hung on 
hooks.” Eddie Denecke says you can sell whisk 
brooms all day long if you display them on 


brass hooks. 
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Casement 
Operator 


A moderately priced, 
well built, neat appear- 
ing operator to handle 
utswinging casement 
windows; inside screens 
do not interfere with 


operation. 


Friction Stay 


For application on 
Doors, Windows 
swinging in, and Tran- | 
soms, holds them open | 
in any desired position, | 
or when closed abso- } “a 
lutely prevents  rat- 


tling. THE RIXSON 
_FRICTION STAY 


Circular upon request Siler: a inet aes 
THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 10! PARK AVE., N. Y. 

















No. 8 Canning Rack 


UNION One-Piece 
Folding Canning Rack 


This practical rack is quickly adjustable and fits 


any No. 8 wash boiler. 

It permits cooking fruit and vegetables in all 
sizes of jars at one time. Long handles—no burnt 
fingers. Strongly built of steel wire, fully tinned 


to prevent rust. Popular seller—good profit. 

We make a complete line of Cold Pack Canning 
Accessories. 
Ask Your Jobber or Send for Catalog and Prices. 


Union Steel Products Company 


Dept. 70 
ALBION, MICHIGAN U. S. A. 
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Are You Getting 
Your Share of 








Brookins Steel Price 
Charts fit directly on 
pump. Changed in 
an inatant when 
prices change. Show 
price per gallon and 
quantity prices up 
to twenty gallons. 





Brookine Emergency 
Gas Can is made in 
two and five gallon 
sizes. Equipped with 
flerihble metal hose. 
Can’t apill or eplash. 
Just the thing fo 
carrying aas to stalled 
automohiles or to 
tractors in the field. 


This Business ? 


Right in your territory—now— 
today—garages, filling stations 
and dealers are asking their job- 
bers for Brookins Measures. 


The Brookins is rapidly supplanting 
all other types of equipment for serv- 
ing oil. It puts the oil right in the 
crankcase without a funnel—in one 
operation—without spilling a drop! 


There is a size to fill any crankcase 
with one filling of the measure. There 
is a flexible metal hose that reaches 
any oil intake without a _ funnel. 
There is a special lip that prevents 
spilling. There is a handy thumb- 
valve that controls the flow of oil. 


Your salesmen will find the Brookins 
one of the easiest articles to sell 
you've ever listed. Prepare to get 
your share of this profitable business 
now! Write or wire for complete 
information. 


THE BROOKINS Mea. Co. 
Xenia Ave., Dayton, Ohio 


- 





SERVICE STATION EQUIPMENT 


E————— 








Brookins Measures are Service Station Treasures 





April 23, 1925 











| Sell Efficient Refrigeration! 


Are You Selling 
Merely Refrigerators 
or Are You Selling 


Efficient Refrigeration? 


HAT the average woman 
actually expects from the re- 
frigerator she buys these days is 
satisfactory food preservation with 
economy in ice consumption. 
Therefore, what she really is 
looking for is efficient refrigeration. 


Efficient refrigeration is pos- 
sible only when a material of high 
insulating value is built into the 
box. That is why conscientious 
manufacturers are placing so 
much stress on insulation— why 
an increasing number are adopt- 
ing BALSAM-WOOL as the stand- 
ard material for this purpose. 

Tests show that BALSAM-WOOL is 
the highest development in practical 
form of the insulation principle. This 
means that BALSAM-WOOL will keep 
an ice-box colder with less ice con- 
sumption than will the ordinary com- 
mercial insulators. 

When you sell refrigerators that are 
insulated with BALSAM- WOOL you are 
selling efficient refrigeration and reaping 
the benefits by making satisfied cus- 
tomers with every sale. 

A list of refrigerator manufacturers 
using BALSAM- WOOL will be furnished 
upon request. 

















Wood Conversion Company 
CLOQUET, MINNESOTA | 
Chicago Office: 3108S. Michigan Avenue 


Manufacturers and Distributors 


Weyerhaeuser Forest Products 


Makers of BALSAM-WOOL Refrigerator Car Insu- 
lation; BALSAM-WOOL Insulation for Domestic 
Refrigerators; and BALSAM-WOOL Insulation for 
Passenger, Mail and Street Cars. Also makers of 
BALSAM-WOOL Standard Building Insulation. 
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The “Home Town” Customer 


The Smiths, Browns, Jones—about every family 
in your town knows him. 





THE | 
A word from him means a whole lot, especially LUDLOW SAYLOR) 
when that word is “Perfect” and the product is | WIRF CO. | 
Screen Wire Cloth. sTuauisa. 
PAINTED SCRE Because every home his family visits and every 7 : 
re ° ee ° . S 
| WIRE CLOTE family that visits his home usually bring up the Mia oousre ono 


> ANI cLé 
subject of screens. a td wine 





They just can't help advertising “Perfect’”— 
their Windows. Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobber. 


QO ULL 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 





eee 











TWo NEW SILENT SALESMEN 


Give these silent salesmen display 





boards a prominent place in your | [ALDEN 
RENCHES ‘ | RENCHES 
store and you will soon realize what 
gon FORD omens valuable sales producers they are. ‘ror CHEVROLET owmcas 


We've picked out the wrenches (Ca 


that are needed for every day general 
home garage service and brought the 
cost down to a point where the assort- 
ment can be secured by a dealer at a 
very small outlay. There is no charge 
for the display board—that is sent 
free with your order. 


» TR Ty 20) 


Tay) © 











Every car owner is a prospect for 
the wrenches on these boards. As 
soon as you display them you will be- 
gin to realize what real wrench turn- 


06 @ | secon over means. 
On “OD No 56 BOARD S e 
ee : 





Ask for illustrated catalogue No. 500. 


WALDEN-WORCESTER 


Incorporated 


General Offices and Factory Worcester, Mass. 
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EXCELSIOR 


Poultry and Rabbit Fence 
Graduated Mesh 


You can give your trade this product with 
the assurance that it is— 


correctly spaced from top to bottom, 
securely woven, 

_true to wire sizes, 

heavily galvanized. 


It is a quality product that meets the 
demand for a fencing strong enough for all 
ordinary purposes and with bottom wires 
spaced to hold the smallest chickens in. 


AMERICAN WIRE FABRICS CORPORATION 
SUBSIDIARY OF 


WICKWIRE SPENCER STEEL CO., Inc. 
GENERAL OFFICES: 41 EAST FORTY-SECOND STREET, NEW YORK 


Western Sales Office: 208 South LaSalle Street, Chicago 


Worcester Buffalo Philadelphia Cleveland 
Detroit San Francisco Los Angeles Seattle 














& 
2d 


LADDER. .- 
r EVERY puRPOSE 
Vea HOME NEEDS 
EVERITT EP LADDER» 
y FARM NEEDS 
EVE RONG LADOCR., 
a 


| 
WE PAY THE FRCIGHT 


-W. BABCOCK C9 
BATH ~s NEW YORK, 








April 23, 1925 


HARDWARE AGE 


117 








Modern Homes 


Want 
Modern Door Butts 


Owners of modern residences with hand- 
somely finished doors are usually particular 
about the Hardware. 

They want hinges that will add to appear- 


ances—not detract. These people are quick 
to see and appreciate the superior qualities 


of the 


GRIFFIN 


‘*The Door Butt of America’’ 


The pleasing design of these hinges and 
the attractive finish give a touch that adds 
beauty to the home. 

These strong, al!-steel hinges also give the 
right kind of “‘service’’ every time the doors 
are opened and closed. 





The Griffin is made in its entirety in our 
own mills—each butt wrapped in moisture 
proof paper and packed one pair in a box 
with screws to match. 

We want these popular butts which are 
finished in the various Griffin hardware fin- 
ishes to reach you and your customers in 
good condition. 





Let us send Catalog and quote prices 


GRIFFIN MANUFACTURING CO. 


WAREHOUSE 


45 Warren St.NewYork ERIE,PENNA. awake st.Chicago, It. 
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; 
Rivets, Roofing Nails, 
Scratch Brush Wire, ; 
and Pipe Couplings. BRIDGEPORT-TONR \, ; 

J 
y 
, 
y 








THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. 


Representatives: 


George E. Quigley, Detroit 
Dan M. Beii, Dallas, New Orleans 
Milton Pray Co., San Francisco, Los Angeles, Seattle 


SSS Patera te ss tea UUUSEUETEEASUN NTR SNS NNR VN 
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CHROETER'S, 


ss “812-814 WASHINGTON AVE. SLLOUIS 


“HOME” CHERRY STONER No. 150 


SS 


Removes the Stone and Will Not Crush the Cherry 





| 


— 
< 
& 
v4 
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SCHROETER BROS. HARDWARE CO. _=- 
(Patentees and Manufacturers) 


Pe se for 
chroeter’s 

a. . TE 
Price List 


MAIL ORDERS NOW 
For Delivery Later 





No. 10 Grater 
i ) 





10—Electric Motor Driven 
SCROLL-SAW 











Catalog of Scroll Sew 


Patterns and 
aw 


"Beroll-S 











TACKS 


ALL KINDS 


TTT] 


TOWER MFG. CO. 


Madison, Indiana 


Cincinnati, Ohio 









ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly formed socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilized either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 

139 SHELDON ST, 


The ALLEN MF G. CO. HARTFORD, CONN, 















FOR SALE— 
Good Hardware Store 


If that’s what you're looking for—look in the 
‘‘Classified Opportunities Section’’ of this paper. 


Many real opportunities to buy a good paying 
hardware business are listed in these columns 
most every week. 


Look there now. 

















1925 
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ALLEN LEGCO 


MANUFACTURING CO. 

















This new modern merchandise 


Lae Eeskabiene-cDeamaed tar creates new and profitable business 
S68 W. Lake St. 69 Warren St. for you. 
NEW YORK ‘ 
Genuine Hand-Cut Glass Door 





Order From Your Jobber Now! 


Knobs 


(Design patent applied fer) 








ALLEN’S RING BABY RING BUCKEYE 






TWO-IN-ONE 











Cut actual size of 244” 
The knobs are mounted in solid cast 





ZENITH 











brass shanks with wrought or cast 
brass roses. 
ees 6 Ae aw oe eS 244” 
NR ict lik ere oe arti eee ee sh's 134” 
TEGCO Door Fasteners 
ANACONDA MAYFLOWER PLUVIUS 
CYCLONE EUREKA UNIVERSAL 
_ No. 721B Crystal 
No. 821E Opal 
Glass 
At a glance you can readily see the advan- 
tages and beauty of these door fasteners. 
The above “NEW’ goods are made in our 
own factory. They are of the highest qual- 
ity glass and the very best of brass trimmings. 
For sale by all leading jobbers in U. S. 
and Canada 


COLORADO 





Write us for name of nearest distributor. 


Manufactured exclusively by 


Technical Glass Company, 


Incorperated 
2050 East 48th St., Los Angeles, California 













JUSTRITE 
NOZZLE 
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——_ the NEW. LY ANKEE” 


Ratchet Brace No. 2100 


With the famous Yankee Ratchet. Works like a 
watch. Unbreakable, — Dust-proof, — Moistureproof. 
New Chuck holds any bit (Round, Square or Taper 
Shank) accurately, and can’t loosen. Made and 
finished like a precision tool. There has never been 
a brace like it. 


COUNTER DEMONSTRATOR gae- 


This is furnished (free of charge) with every three braces, if specified 
on the order. Helps the user sell himself. Better phone or write your 
jobber at once. 


—\ New “yankee” NORTH BROS. MFG. CO. 


Double Packing PHILADELPHIA, PA. 











SIZES 
8-10-12 and 14” 
























a um || SWEDISH TOOLS 
at on Are Noted for Their Durability 
Each Inch | Upper Edge 


Made from Swedish tool steel—the very best 





“BANKO” SWEDISH SCYTHES are the 
best Swedish scythes made. 


THE SP RIN G B U ILDIN G I1 styles 24 to 48 inches. Warranted to hold 
their cutting edge, thus giving complete satisfac- 


When the old tool box is fitted up for the spring ‘ 
tion to your customers. 


jobs they'll ask for one of those 


DIETZGEN 50-FT. “GEM” TAPES gg 
with the foot mark at each inch. It’s a dandy 
Think of it! A steel case with leathery ESKILSTUNA CHISELS 


buy. 





finish, and a ¥g-inch steel ribbon for less than Sade tn falleutag ciples 
the cost of an unreliable wire woven tape. Butt Beveled Edge Regular Beveled Edge Socket Chisels 
—. , : . » : Also 
} There is a nice profit for you in each tape as — Cutlery Razors 
well as a world of satisfaction to your customer Bow Frames eandvik"” Saws Files 
t] ™ Di t lit Plane trons “*Sater’’ gl _ Hoes 
“Lie “now 1etzven quality. Shoemaker’s Tools Sievert Blow Terches 
* - , Anvils Cabinet Scrapers Barking Spuds 
tock these Tapes. Send for our catalo ' : 
p f of Order from your jobber to-day, or write. 


for hardware trade. 


_ SCANDINAVIAN 
EUGENE DIETZGEN CO. WESTERN IMPORTING COMPANY 


eee 











Chicago New York | GEN Philadelphia Washington 
New Orleans Pittsburgh )) == Milwaukee Los Angeles 116 Broad St., N. Y. 
San Francisco GNCE 1885 Factory at Chicago 509 E. Hennepin Ave. Coristine Bldg. 
| Minneapolis, Minn. Montreal, Can. 


Drawing, Surveying, Mathematical Instruments & Materials, Measuring Tapes 











Growing demand tor 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros.,7""'. 7” 


Selling Agents 
: Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 
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The 


ULTIMATE Wringer 


LOVELL MFG. CO., 


Largest Manufacturers of Clothes Wringers in 


ANCHOR BRAND 
Best on Earth 


Warranted for Five Years 


Erie, Pa. 


3 
: 


the World 




















THE NEY MBG. Co. 


ESTABLISHED 1879 


Manufacturers of Dairy Barn 
Equipment and Haying Tools 
including stanchions,stalls, 

ns, litter carriers, water 
owls, hay carriers, hay 
—- pulleys, hay knives, 
rn door hangers, and 


hardware specialties. 

CANTON, OHIO 
Minneapolis, Minn. 
Council Bluffs, Iowa 





Your Profit 
is ALL Profit 


When you sell your customer any 
One item in the complete Ney line 
of Dairy Barn Equipment and 
Haying Tools you can count on a 
certain, sure profit. 


In your customer’s mind the name 
Ney on a piece of equipment is an 
assurance of definite, known value. 
Every sale stays sold. Satisfactory 
service of product builds goodwill— 
a definite asset that means more 
business—greater profits. 


Link up your selling effort with the 
46 years of progress as iepresented 
in the complete Ney line of quality 
Dairy Barn Equipment and Hay- 
ing Tools. 


7 ED 





Na! 
ory SLE: 
fiiiy 


Na ue 











¢ i) 



















Manufacturers of 


BOLTS NUTS WASHERS 
RIVETS SPIKES 
PLAIN AND UPSET RODS 
HARROW TEETH, HINGES 
WAGON IRONS 
SINGLETREE TRIMMINGS 
FLOOR IIOOKS 
CAR FORGINGS 
GENERAL FORGINGS 
ANCHOR SHACKLES, CHAIN LINKS 
POLE LINE MATERIAL 
COTTON TIE BUCKLES 
BAR STEEL, CONCRETE BAR, ETC, 
“TYRONE BRAND” 
PICKS, MATTOCKS, GRUB HOES 
CROWBARS, WEDGES 








General Office and Works, Pittsburgh, Pa. 
Eastern Office: 50 Church St., New York City 
Pacific Coast Office: Monadnock Bldz., San Francisco, Cal. 


BE i POO FO hw 


























Bronze and Copper 


FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 


part. 


And besides its attractive appearance, du- 


rability is woven into every square foot of it. 


Write for prices. 


Spargo Wire Co., Rome, N. Y. 
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MACHINE 








special aan we UPSET WO # 
IRON, BRASS 4 
Soars PRD 






SCREWS 


WOOD — 


SCREWS 








Ilo Rarlrarl 





(Reg. U. 8. Patent Office) 


WOOD SCREW CO. 


Continenta New Bedford, Mass. 





—” 

















Genuine Armstrong 
Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and effici- 
ency in operation. 





All genuine Armstrong stocks and dies 
bear this trade-mark: 





oe 


Be Sare You Ge the Genuine 


The Armstrong Manufacturing Ce. 
Bridgeport, Conn. 














Dia Gitte ta th } 
Before Theyre , 
Hatched 
Sure You Can 


—-at least your customers can if you sei] them a Queen Incwhbator. 
With the pew Queen Ohick Ohart—one of which ia supplied free 
with every Queen Incubator—your customer can be reasonably cer- 
tain that every hatchable egg will hatch. 


Don’t let your friends waste eggs and time on cheap machines. 
Sell an incubator it’s safe to sell. Ask us how we help you make 
your poultry supply department profitable. 

QUEEN INCUBATOR CO. 
1124 North 14th St. Lincoln, Nebr. 

















Of course 
you carry 


_ TRADE MARK REC. 


| HALF SOLES—HEELS 
and STRIPS 


Outwears Best Leather 2 to 1. Black 
or tan for men, women, children. 


(See page advt. next week) 


PANCO CO. Chelsea, Mass. 





\ / 











‘TIRE 


BS TORE LADDERS) 





Insure perfect shelf gervice for any line of mer- | 
chandise. Deep tread steps, properly spaced, with . 
convenient full length handholds on both sides of , 
ladder permit mounting or Geocoding with ease. { 
Both hands free to remove or ace stock without | 
danger of falling. Cushioned Tired Trolley and 
Truck Wheels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B, C. Utilize 


naw 
zaamnain 


ge’ 
f 


available for stock purpose 

Sose—peet of fas 
finished—any height ceil- 

ing. Thousands in 


small space. Make top shelves onafely BRO, 
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Reduce Your Tack Assortment 50% Without Limiting 





Oa) The Practical Range of Sizes 
PRACTICAL J ae haa at > 

HOUS EH OLD 6 Cartons of Our Tacks Will Do It 
TACK A: SORTMENT Put Up in Fancy Display Boxes 


A TACK Ff 


EP RP RRL 
j*' & b 
— 


5 


At the Price of Plain Boxes 
Insist on Getting Them From Yeur Jobber 


THE SUPERIOR TACK AND NAIL CO. 
DERBY, CONN., U. S. A. 

















YEARS AHEAD IN GAS RANGES 











\ en mnt 


] y | : Wood Screws, Machine | 
] = | Cap Screws, Set Screws, Stove f 
HHL Me) Bolts, Sink Bolts, Hanger Bolts, | 
Be) Nuts, Rivets, Burrs, Specialties | 


' Oe ee een ee ae er _ alo atnllleeee eecatnaiaaal 
so OR ne _silaceadliaae, 
en ?* a i pita 


Me - 


Vey vA Vyeave ves 


". -. eS SL A ed 
pos Home ore Yes Qe oe Noam es ae fs Ye | 


a SS eS = 








UE economy in the selection of Screw or Bolt Products 
Combines the Packer All-Steel Kitchen Cabinet and Rapid-Fire Gas Range in one, 


= aeons besten th that are exactly suited for their Saves time, wasted steps and kitchen space for the housewife. Means quick, profitable, 
particular service and that possess unexcelled quality and sales and lots of them for the dealer, Write for catalog and prices today. 
? 











| ’ THE OHIO STATE STOVE & MFG. COMPANY 


Dae Rm A Aa RARE A BN AOR Ne am Main Office and Factory, Columbas, Ohio 
REED & PRINCE MFG.CO. ,,,, 


WORCESTER, MASS.U.S.A Tne KAB*RANGE 
A GUIDE TO BETTER BUSINESS 


Heller’s Reference Book on Hardware Store Fixtures will be 
mailed free upon request to any Hardware Dealer. é' 
Every one of the scores of beautiful pictures and every line Coupon 

of the reading matter is designed to increase sales in Hard- : 
ware Stores. Ww. C. Heller & Co. 











Many of the interesting problems solved in modernizing over Montpelier, Ohio 
2000 Hardware Stores are made clear. Always the Dealer 

writes ‘‘You have increased my sales.’’ Please send without charge 
The display difficulty that has baffled you has probably al- and without obligation on my 


ready been solved in one of these many Hellerized stores. 


It need bother you no longer. Ask for your copy of part the reference book on 





Reference Book No. 27-A. Hardware Store Fixtures ad- 
vertised in Hardware Age 

W. C. HELLER & CO. icemasie. 
Main Office and Factory: LT OLS Te 
700 Wabash Ave., Montpelier, Ohio DI. « ¢cesnedeaseckVeannen 











Eastern Display Room: 
20 Vesey St., New York City 
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HARDWARE AGE 
One of the Most Remarkable Tools for Wood 


F ORS TN ER B ITS Working Ever Invented for Brace and Machine 


The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 
expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 














THE PROGRESSIVE MFG. Co. - 


- TORRINGTON, CONN., U.S.A. 











ADJUSTABLE 
PIPE WRENCHES 





KEYC 





Tye nhEYCO 


ne Mec 





“Keystone quality.” Made from heat treated 
our own process. The most durable rench en the 
market. Light in weight, can be used with one hand on 
nuts or studs. Fully Guaranteed. Packed 12 to ae 

rton. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 








American Steel & Wire 


W R i oan 


New York, 
Birmingham, 
BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 
NAILS, SPIKES, STAP TA Hot Galv’d Nails. 
ZINC INSULATED FENCES: American, 

National, U. S., Banner. 

BANNER (form erly Arrow) STEEL POSTS. 
CONCRETE REINFORCEMENT. 
BALE TIES: Old reliable brands. 
TELEPHONE WIRE. 
WIRE for every purpose. 

Quick Delivery. Write us for selling plans. 





Chicago, Boston 
Denver, Dallas 
U. 8S. Steel Products Co. 
San Francisco, Los Angeles, 


Royal, Anthony, 






















ore pusw-Pims | 
ll LB ss ANGE BS . 
oYesn ass wets fil Contains 


Metal  \4iisame 
—S 10c oA 
ackets 
Gomter Sell for $15 
Display Cost $10 


Fanciers 










Moore 
Push—Pins | Push-less Hangers 
**Glass Heads-Steel Points” “* The Hanger with the Twist’’ 
For “Hanging Up Things”, Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction), Phila., Pa. 





7 ‘ | ~ 

BROW N & SHARPE TOOLS 
early LOO Years There Has Been No 

Brown & Sharps 
Send for Small Tool Catalog Ne ) 


|b : BROWN XN ila 4 Nive CoO. 


PRONTDENGI 


Se Bae e for COuality 











Eleven Patented Features 


Features that give the Turner No. ie sor) ob Hl 
Pra ar 


45 economy and dependability. The 
Superheating Burner’ Baffle and 
heater plug produces 400 degrees 
more heat from low-grade gasoline 
or kerosene—Turner Patent. Twin 
Needle Control prevents enlarged 
orifice—Turner Patent. Tank is 
protected against bursting pressure 
by Automatic Safety Valve—Turner 


S865 Fs Mertcetttne ‘Aire 






Patent. Pistol-Grip Handle fits any 
hand. FEARLESSLY GUARAN- 
TEED. 


Edgewood Ave., Sycamore, Ill. The World’s Largest Exclus 


New York: The Turner Brass Works, ive Makers of Blow Torches 
108 Charlton St. Fire Pots and Brazers. 








PaineToggle Bolts 


The only - ane oe —_— toggie 





The wings open hameily 
in any position in hollow 
_— 
7 ead 
yo 7 ength bolt 
Standard a Bolte. threaded 









Requires no guiding— 
just insert—The spring 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 


Cor. Sacramento Blvd. & Carroll, Chicago, Ii. 
33 Warren St.. New York, N. Y. 


X : _ Ge ow 











Mr 
ICE E TOOLS LS 


inh 

Ice Tools and other equipment 

for every ice handling purpose. 

A large stock always on hand 

to promptly meet your re- 

quirements. 

Write for complete price list, 
\ Wl discount sheet, display cards. 


GIFFORD-WOOD CO. 
Main Office & Works: 7 Hill St., 
Hudson, N. Y 


NewYork, Boston,Chicago, Pittsburgh 


CO NA 





¥ vy 
Make Your Wants Known 


If it’s Hardware you have for sale or want to buy— 
make your wants known in HARDWARE AGB, the ‘“‘News- 
business” paper of hardware retailers and wholesalers 
all over the United States. 

HARDWARBP AGE will bring buyer and seller together at 
minimum cost. 
































April 23, 1925 HARDWARE AGE 125 




























































































mo | !a0a285 The New 

THT os Boston Rubber Chair Tip 

olf « * Trade Mark The Tip and Its Parts 

33 31 NO ded =z hie Brass Washer _ Brass Nail 
“| CROSSWORDS 











> 


The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 


When You Use | | i 
“ER” |STAR HACK | re 
47 146 S AW — 52 53 


Ye a 
i Hii Hh 
iW { 
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54 
Same. 
S7 se so oo Sot 
oz 63 |6+ Gs 66 7 FRY) A 
bh \\ FG RY Wt Spring 
e 6? 712 Socket 
G 
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Makers Since 1883 


CLEMSON BROS., INC. ee 


Send f 5 
Middletown, N. Y. end for Catalogue 











WE HAVE SOMETHING TO TELL YOU Manufacturers of Rubber Specialties 
ABOUT HACK SAWS. WRITE FOR 
BOOKLET THE ELASTIC TIP CO. 
370 ATLANTIC AVENUE BOSTON, MASS. 





























Buy by the 
Name 


Universal 
Hose Clamps 














e'* @wis'ise 





(* elelaietslelieie!s« 
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When you buy Universal 
Hose Clamps you get good 
material, substantially made SETI i (a! of at! el 
into a product that is a —e 
quality product in every re- om 
spect. You are secured 24 
against dissatisfaction. 


. | 
Besides, every Universal eels | 
3 | 

| 


Me Oe Oe 08 28 O08 Oe] 





Tel ¢ielele 


sieis 





Clamp has its patented 
“bead” that makes a leak 
impossible. In addition, the 
“Scores between Holes” pro- 
vide for a quick, clean break- 
off. These are exclusive Uni- 
versal features. No other 
clamp can claim or use them. 
One size—l1 to 3 inches—is 
adjustable to fit any size hose. 


Don’t Trust Your Memory 


Keep this handy memo pad on your desk and 
ai ms | make written notes of all matters requiring 
| future attention. Rubber rests prevent stand 


a fe 


unior Clamp, % to 1% Patents Granted | from marring desk. Price $1.50 includes stand 
— needs ae a | and 250 ft. roll of quality white bond paper. 


New rolls 25 cents. Ask your stationer or 


Specify Universals and be sure you get the que The name is on 
order direct from us. 


every clamp and every 
UNIVERSAL INDUSTRIAL CORPORATION 


agp NEW JERSEY INSTITUTIONS 
HOSE Z| O N & INDUSTRIES 
CLAMP (Wilbur Glenn Voliva) 


Adjustable toLit ara Lose ot att Sta | Office Supply Dept., Zion, III. 
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DEALERS WANTED EVERYWHERE Iron Fence, Gates 


wn Vases 
Settees 
General Iron 
and Wire Work 
CHAIN-LINK 
WIRE FENCE 



























































- Ask for Catalog 
THE STEWART IRON WORKS CO., Ine., 225 Stewart Bleck, Cincinnati, O. |f 


Plain or enameled in 


STRATTO = 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 











(WILLIAMS 
CHAIN PIPE VISE 


DROP-FORGED, COMPACT, RAPID, 
POSITIVE 
J. H. WILLIAMS & CO. 


“The a -Forging People” 


Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds cnet 
i Alen 
So 10i ad —<— 


the tack in position for driv- 
ing. Awarded the Silver Medal 
(the highest offered) at the Panama-Pacitic Exposition. 
Good profit. Write for price lst. 

Name and design trade marks registered U. S&S. Pat. O€. 
ARTHUR R. ROBERTSON 94 Portland St., Besten, Mass. 


















New York UFFALO Chicago 
Better Original Entry Systems Stop 
Your Loss of Profit 
let Amsaboco Products help you—made by Amer- 
ican Sales Book Co., Ltd., the largest manufac- 
turer in the world of sales check books and other 
profit saving systems. Write today for informa- 
tion with no obligation, 
Americar Sales Book Company, timiea Elmira, New York 
Branch Offices in all large cities 


























This modern tating stent eouien as basement, yet it heats the entire 
house. It takes up little space and is as attractive as a fine piece of 
furniture. Write today for our dealer proposition. 


THE FOX FURNACE COMPANY 
Largest Makers of Heating Equipment 
ELYRIA, OHIO 























‘the New Britain Machine Company 





Socket Knocked Down 
Wrench Bench Legs 
Sets In Cartons 
New Britain Connecticut 

















No. 12 COMPOUND LEVER SHEAR 


Evenly distributes cutting strain by 
lever action. Used on multiples of 
thicknesses in metal 
work. Capable of cut- 
ting 18 Ga. easily. Made 
of Drop Forged Crucible 
Tool Steel. 







Write for prices. 
BARTLETT MFG. CO. 430 E. Lafayette Ave., Detroit, Mich. 











Waste — Mops — Wicking 
Cleaning Cloths 
¥: Caulking Cotton — Chemical Cotton 


sor, MANUFACTURE 
PRODUCTS 


MASSASOIT ~~ ta ce. 
Fall River, Mass U. 8 A 
New York Uffice - - ~ 
Chicago ce ~ ~ - 






350 Broadwa 
189 West Madison 














CRECOITE 


Tools You Can Sell 
With Confidence 

Write for Catalog H 

Marion Tool Works, Inc. 


Marion, Indiana 







Half Hatchet 














“REQUIRES 
ONLY SAMPLE 





PADLOCKS 


FOR EVERY CONCEIVABLE PURPOSE 


FRAIM-SLA YMAKER 
HDW. CO., INC. 
Pa., U. S. A. 


ey 


fT 
i} Hu it HT Hii 
f= 


june 








Lancaster 





iy 
ATA | 


ctass “7 JE NOX” cutters & 
QUALITY SPEED - 
UNIFORMITY Silda: —-cahaeeniaent SERVICE : 
“The Tools in Lhe Plaid Bor” < 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 4 ie 





eeeeeeeeeetieeees 
eeeeeoeoeoe eee epee eeeeeeeeee 














Wright’s Patent Machine Expansive Bit 
Expansive Bits of All Kinds 





The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 














THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant of 
1000 MILITARY RD., BUFFALO, N. Y. 











Makers of Every 
> Kind of Screw, 
Nut and _ Bolt. 


The Corbin Screw Corporation 


The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 
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HARDWARE JOBBERS’ 
CATALOGUES 


J. H. YEWDALE & SONS CO. 
MILWAUKEE 


1865 — 1925 





\, SALESMAA. =| 
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“BrusheNu Bill” says:— 


| ‘‘Get Wise to the Size : 
Everybody Buys’’ 
Fast 10c Seller 


rush-Nu 


reve tinvie 


Paint Brush Cleaner 











“BRUSH? NU BIL 
PAINT BRUSH CLEANER, 


iif 














ex, $1.50 For Two Dozen. | 
ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR. WRITE DIRECT. 


Brushe Nu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 











No. 32 Torch 
Improved 


For many years the No. 32 Torch has 
been the favorite with mechanics 
everywhere as a quality tool. It has 
recently been improved and is now 
fitted with a more powerful burner, 
producing over 300 degrees more heat, 
burning high or low test gasoline per- 
fectly, which places it in the lead of 
all single needle Torches. No. 32 is 
always dependable for indoor use or 
outside work, under the most severe 
conditions of wind and weather. Job- 
bers supply at factory prices. Send 
for a catalog, 


CLAYTON & LAMBERT 


MFG. CO. 


6275 Beaubien St. 
DETROIT, MICH., U. S. A. 





No. 32 Torch 
Ask for latest price 











“WINDHAM” 
WIRE FORMER 


(Pat. Pending) 


A complete and handy tool for electricians, radio 
set builders and mechanics. It will accurately 
form loops or eyes for No. 4, 6, 8 and 10 screws, 
make easy radius and sharp right angle bends, 
has flat jaws and wire cutters. This tool is 
made of the best quality steel, dropped forged 
and carefully tempered in oil. 

We guarantee every tool against defects in work- 
manship and materials and will promptly replace 
or refund money on any found defective by 


vuurchaser, 
| Price $1.25 Each 


Manufactured by 


THE GOYER COMPANY 
Willimantic, Connecticut 














Osborne High Grade Punches 


oO Belt Punches 


Spring Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have tad 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our products. 

We stand back of every tool we make. Try us. Write for Catalog 
and Prices. 


Cc. S. OSBORNE & CO., NEWARK, N. J. 
STABLISHED 1 


Arch Punches 


Revolving Punches 

















Ds alll 


$-saVer-S 


Scaffold Bracket 
Fixtures 


Packed in handy, attractive, 
fiber boxes for Dealer Dis- 
play. One pair, two pair, 
half dozen and dozen in box. 











Orville E. White 
1000 Bauch Bidg. 
Lansing, Michigan 





Distributors 
The Lansing-Company 
Lansing, Michigan 








Russell Bits 
Auger Bits 











Profitable 
Sales 


Z Russell Jennin ings I Mfg 


Chester, 








.Co, 


21*132 



















Sells Well for Many Uses 


Radio builders say this is the handiest vise made 
for radio work. 


It is also very popular for use 
in the garage, workshop and 
home. 


Made with a swivel base and 
34-inch jaws which open to 4 
inches. Weight 19 pounds. 
Attractive bright Red finish. 


Very rugged. Sells readily at 
adiovise a liberal profit. 
Write us for details and prices. 

ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS 
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An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 


No illustrations accepted for these pages. 


1 inch 


Allow seven words for Keyed Box Number Address. 





Solid, Minimum 50 words.............. ° 
Each additional word 
All Capitals, Minimum 50 words............. 
ee eneees $00666ee eeeseeee 

~ 2 
Each additional inch............ seeeeeoes 
4 insertions, 10% off; 8 insertions 15% off 

Remittance Must Accompany Order 





April 23, 1925 





50% off the above rates for Positions Wanted Advertisements 








Business Opportunities 


i 





An Opportunity 


|. for Some Manufacturer’ to 
Acquire a Patented Article with 


BIG SELLING POSSIBILITIES 


Patented article with tremendous market 
including necessary dies and machinery, 
stock on hand, trademark, patent and 
good will. Conceded to be best thing of 
its kind. Carried by leading hardware 
jobbers and used by factories, mills, ma- 
chine shops, garages, motorists, ete. Ca- 
pable of large development. To do justice 
to this article it must be manufactured 
and marketed by a firm that has direct 
contact with hardware and mill supply 
houses through its own salesmen. Now 
in hands of a reliable and well known 
manufacturing concern that does not em- 
ploy salesmen for the sale of its other 
patented products. The decision to dis- 
pose of this end of our business is not 
prompted by the need for money. We 
want to see the article placed in the 
right hands and prospective purchasers 
will have to satisfy us that they are in 
position to do justice to the article be- 
fore negotiations will begin. $15,000 is 
required to swing the deal. Terms can 
be arranged. Address Box G-583, care of 
HARDWARP AGE, New York. 








Business Opportunities 


YOUNG MAN (BUT WITH LONG EXPERI- 
ENCE) would like to acquire control or purchase 
outright a manufacturing business making a staple 
article distributed by hardware jobbers. Prefer- 
ably a concern now small but with possibilities 
for expansion. Address Box B-1, care of Harp- 
warE AcE, 1002 Park Bldg., Pittsburgh, Pa. 








500 DOOR HOLDERS. I will make a bargain 
price on 500 Bernhard door holders. Everyone 
perfect. The strongest holder made. Send for 
circulars and prices. LOUIS BERNHARD, 141 


Milk St., Boston, Mass. 





PARTNER WANTED—Real opportunity for 
live man, having $15,000 to invest, to secure in- 
terest in up-to-date hardware store established 35 
years. Previous hardware experience necessary. 
Additional capital needed to serve thriving in- 
dustrial center Western New England, trading 
population 300,000. Address Box G-589, care of 
HarpwarE Ace, New York. 


Positions Wanted 


RETAIL HARDWARE MAN THOROUGHLY 
EXPERIENCED in all departments wishes to 
connect with a first class growing concern that 
wants a progressive and energetic man. 9 years’ 
experience, single, and 33 years old. Can furnish 
the highest business references as to qualifications. 
ability, and reliability. Address Box G-570, care 
of Harpware Ace, New York. 


POSITION WAN TED— EXPERIENCED 
HARDWARE MAN also window trimmer, card 
writer and advertising man. Full of pep, good 
salesman and have the reputation of being a 
hustler. 22 years’ experience. Manager of last 
store 10 years. Will come for interview. Ad- 
o— Box G-590, care of Harpwars AGE, New 

ork. 


Sales Accounts Wanted 

















FOR SALE—AN. ESTABLISHED RETAIL 
HARDWARE BUSINESS. Located in growing 
manufacturing town and in center of good dairy 
and farming section. Stock, clean and up-to-date. 
If interested write direct to the owners. WILDER 
BROS., Painted Post, Steuben Co., N. Y 


Help Wanted 














DESIRABLE OFFICE AND SALESROOM 
SPACE in the center of the hardware district on 
Chambers Street. The third floor of remodeled 
building at 151 Chambers Street, 25 x 75 
equipped with electric light, steam heat, and ali 
modern improvements, including elevator service. 
The balance of the building is occupied by the 
following well-known hardware manufacturers: 
Iver Johnson Arms & Cycle Co., John Russell 
Cutle Co., Union Hardware Co., and Pike 
Manufacturing Co. Rental, $175.00 per month. 
For further information or view of the space 
apply to Herbert R. Conner, Manager, PIKE 
MANUFACTURING CO., 151 Chambers Street, 
New York City. 





FOR SALE—HARDWARE IN A MANU- 
FACTURING town of about 5,000. Merchandise 
invoice around $26,000, consisting of shelf hard- 
ware, crockery, farm implements, plumbing and 
tinning. Do wholesale and retail business. A 
good business for the right man. Selling on ac- 
count of age. Address Box G-569, care of Harp- 
ware Ace, New York. 





FOR SALE: HARDWARE STOCK, TIN 
SHOP, corner brick building, 7 room flat on 
second floor. Prosperous farming community, 
Southern Indiana. Priced to sell eo account 
death of owner. Address MRS. T. J. FREED, 


Osgood, Indiana. 


EXCEPTIONAL OPPORTUNITY FOR 
LIVE HARDWARE MAN, wholesale and retail 





business, centrally located on busy street_ in 
Brooklyn. First class stock, take inventory. Pay- 
able half cash; balance—in notes. ng lease, 


rent, $100 per month. Address Box G-581, care 
of Harpware Ace, New York. 





FOR RENT—Large jobbing and retail hard- 
ware store in city of 40,000 population in N. E. 
Pennsylvania with best location on main business 
street, desires to rent out hardware, cutlery, tool, 
sporting goods, housefurnishing, etc., departments, 
separately or collectively. Stocks in all depart- 
ments most complete and up-to-date. Business in 
operation over 30 years and always profitable. 
Reasons for disposal: Ill health of owner. City 
has drawing population of over 75,000. For fur- 
ther information, address Box G-577, care of 


Harpware Ace, New York. 





PRACTICAL MAN WITH EXECUTIVE 
ABILITY capable of taking charge and building 
up old established lock factory. Write fully 
your qualifications, age, salary expected and refer- 
ences. Address Box G-579, care of Harpware 
Ace, New York. 





SALESMAN—EASTERN PENNSYLVANIA 
HARDWARE JOBBER wants experienced man 
to cover Southern New Jersey and Eastern Penn- 
sylvania territory. Address Box G-580, care of 
Harpware Ace, New York. 





WANTED—EXPERIENCED YOUNG MAN 
FOR HOUSE-FURNISHING DEPARTMENT. 


Hardware store in Pennsylvania. One with some 
store experience preferred. Excellent opportunity 
for advancement. None but hustler wanted. Give 
age, experience and reference in first letter. Ad- 
dress Box G-564, care of Hiarpware Ace, New 
York. 








WANTED—MAN TO TRAVEL for wholesale 
concern to sell general line of hardware, black- 
smith and factory supplies in Northern New 
Jersey. One owning own car preferred. Give 
age, experience and salary or commission expected. 
Address Box G-585, care of Harpware AGE, 
New York. 


WANTED—CONSCIENTIOUS AND _ EX- 
PERIENCED man in hardware and housefurnish- 
ing store. One who will take a personal interest 
in his work. This position will pay a salary and 
also a commission. An exceptional opportunity 
awaits this man. REICHMAN & PROWN, 141 
Fulton Ave., Astoria, L. I. Phone Astoria 8479. 


MANUFACTURER OF DOG FURNITSH- 
INGS, police goods and other small leather goods, 
desires man aged 23 to 30 with gool references 
as commercial traveller. Prefer resident of 
St. Paul or Minneapolis. Necessitates continuous 
travelling. Man with auto preferred. Full details 
with application, please. Address P. O. Box 130, 
Patterson Post Office, Baltimore, Md. 


SALESMEN WANTED CALLING ON 
HARDWARE and sporting goods trade in north- 
ern states to handle winter sports articles of 
national fame. Good opportunity to make money. 
Give references and full particulars in reply. Ad- 
—— Box G-591, care of Harpware Ace, New 

ork. 














A Manufacturer } 


desiring to obtain and hold the largest 
hardware jobbing trade in the Middle 
West can acquire sales representation on 
a commission basis from a reliable manu- 
facturers’ agency if the proposition is 
mutually acceptable. 

We have a place for one account which 
must have an appeal to the hardware 
jobbers, either of price or quality, or 
both, and be staple enough to bring forth 
repeat business. 

Our territory, 
diana, Illinois, 
Iowa, Missouri, 
Nebraska, Western 
peninsular of Michigan, Pittsburgh, 
Wheeling and Louisville, is worked 
regularly and thoroughly. The lines we 
have are of national reputation, and we 
will consider no other unless the product 
itself possesses unusual merit. Three 
salesmen. Twenty-five years’ experience. 
Ample reference. Address Box G-586, 
care of Harpware Ace, New York. 


embracing Ohio, In- 
Wisconsin, Minnesota, 
Eastern Kansas and 
New York, lower 














_ A RESPONSIBLE SALES AGENCY operat- 
ing as manufacturers’ representatives, covering 
Eastern Pennsylvania, Southern New Jersey, 
Delaware and Maryland with an office and show- 
room located in the heart of the wholesale hard- 
ware district in Philadelphia, desires additional 
lines for both jobbing and dealer trade. Builders’ 
hardware, tools or a specialty. Plenty of space 
for a consigned stock if desired. Address Box 
G-531, care of H'arpware AGg, New York. 





MANUFACTURERS’ AGENT—WISHES AD.- 
DITIONAL LINES for Metropolitan territory. 
Has had 20 years’ general hardware experience 
in that district. Address Box G-571, care of 
Harpware AGE, New York. 








HARDWARE AGE, 

New York, N. Y. 

Gentlemen: 

The results from our ad which ap- 
peared in your publication were very 
gratifying, ha¥ing received between fifty 
and seventy-five replies, resulting in 
several sales connections, 

Very truly yours 








(Name on request) 


) 
) 
— 
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Sales Accounts Wanted 


Sales Representatives Wanted 


Sales Representatives Wanted 





WE ARE IN POSITION TO PROPERLY 
REPRESENT a reliable manufacturer of hard- 
ware or housefurnishing line. We travel three 
salesmen through Ohio, Michigan, Indiana, IIli- 
nois, Wisconsin, Minnesota, lowa, Kansas, Ne- 
braska, Missouri, Kentucky and Pittsburgh, Pa. 
We call on jobbers and large retailers. Anning 
& Moller, 35 S. Dearborn St., Chicago, III. 


MANUFACTURERS—ES TABLISHED 
SALES AGENCY calling on wholesale and 
larger retail trade can add two additional lines 
of merit. We have the trade; what have you to 
offer us on commission basis? Territory—Greater 
New York, New Jersey, Connecticut, Boston, and 
Philadelphia. Address Box G-587, Care of Harp- 
WARE AGE, New York. 


REPRESENTATION WANTED — Manufac- 
turers’ agent with established trade and New 
York office, calling on department stores, chain- 
store syndicates, jobbers, and retailers, desires 
factory representation of kindred lines for the 
Metropolitan district. Hardware preferred; elec- 
trical specialties also considered. Address Box 
G-592, care of HarpWArE AGE, New York. 








UNUSUAL OPPORTUNITY—MEN CALL. 
ING ON TRADE CAN MAKE AN EXTRA 
FIFTY DOLLARS SELLING AN ITEM USED 
BY EVERY PAINTER, ROOFER AND 
TINNER. ADVERTISED IN TRADE MAGA- 


ZINES. SELLS ON SIGHT. CAN BE 
CARRIED AS A _ SIDE LINE OR’ FULL 
TIME PROPOSITION. WRITE: DIRECTOR 


OF SALES, 663 ERIE BLDG., CLEVELAND, 
OHIO. 











WANTED—AGENTS TO HANDLE AS A 
SIDE LINE, on a commission basis, a full line of 
hand and pneumatic tools, carvers, punches and 
rock drills. Address Box G-560, care of Harp- 
WARE AGE, New York. 





Let Us Help You Word 
Your “‘Want.”’ 





SALESMEN WANTED to sell the retail hard- 
ware and kindred trade, package and bulk “Purity 
Brand Lawn Seed” as a side line. Liberal com- 
mission. For particulars. Address Box G-584, 
care of H'arpware Acre, New York. 





WANTED —SALESMEN CALLING ON 
HARDWARE TRADE to sell as a side line on 


commission basis for manufacturer, articles of 








merit. Address Box G-588, care of HARDWARE 
AcE, New York. 
MANUFACTURERS’ AGENT OR SIDE 


LINE salesman wanted to solicit orders. Must 
be acquainted with the trade. Pocket samples, 
big commissions. Address Box G-575, care of 
HARDWARE AcE, New York. 





SALESMAN TO CARRY SPARK PLUG of 
superior merit as side line on straight commission 
basis. State territory you cover and lines you 
carry and gve reference. Address Box G-582, 
care of HarpwaAreE Ace, New York. 

















THE GENUINE 


HUNTERS SIFTER 


The Standard of the World Since 


The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 


1880 





BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 


UNIVERSAL 





























The mop that 
handle. 


time and back-bending. 


f 
AN) 


va TULL he, 





A Faster Selling Mop Offers More 


Profit and ‘Quicker Turnover— 
Convince yourself by selling SQUEEZ-EZY. 


wrings by 
Keeps hands out of water, 


SQUEEZ-EZY MOP CO., INC. 
New Orleans, La. 


have 


since 1865. 
of the 
Saves 


a twist 








PRIEST’S CLIPPERS 


been the standard 
Style shown 
our Shaver No. oo is a big 
seller for home use. 


American Shearer Mfg.Company 
Nashua, N. H. 

















-— eS 











| “They Have a 
Bull Dog-Grip” 


Manufactured by 
U. 8S. Clethes Pin Co., Montpelier, Vt. 
Sales Dept. 
1018S Union Bank Bldz., 





Pittsburgh, Pa. 


American Can 


BLACK IRON GALVANIZED | 






American Can Company 








The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 


J. R. TORREY RAZOR CO. 
WORCESTER, MASS. 





Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 





o. 
Syracuse, New York 








ELEVATORS 


and Dumbwalters 

fer House, Store or Warehouse. Write 

fer particulars. State your require- 
ments as to size, capacity and | 

The SIDNEY ELEVATOR Mfg. Ceo 

Sidney, Ohie 


ee. a 











If it’s the best tool you can sell 


For Working Stone 


it’s ours 


Trow & Holden Co., Barre, Vt. 


Send for catalogue. 


oa 








SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 








SILVER on 


_ EE Tce a hE TRON StI 








J. LE. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubujar and Bifurcated 


=ftvars— 








ELEVATORS 
DUMBWAITERS 


Write for our oataleg 
Energy Elevator Co. 
211 New St. Philadelphia 


ind ~6CAXES 


Seythes since 1912. Axes since 188 


RIX FORD reeuitieate, ve. | 


LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 








SCYTHES 
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THERE’S MONEY FOR YOU 
IN THE HANDY SLICER 
Profit Makers Are Always Welcome 


Handy Fruit and 
Vegetable Slicer 
No. 6-S 


It slices all kinds of Fruits and Vegetables 
in an infinite variety of fancy and attractive 
designs absolutely without waste. Apples, 
pears, bananas, pineapples and other fruits 
sliced with a ‘“‘Handy Slicer” prepare a 
dessert excellently and quickly. nce used 
for slicing apples for pies it will be consid- 
ered invaluable. ; 
Potatoes, beets, radishes, cucumbers and § 
other fibrous vegetables become tender when 
sliced “Lattice’’ fashion. 


HANDY THINGS MFG. CO. 
LUDINGTON, MICH. 





STEEL WIRE 
SCRATCH BRUSHES 


A large variety for industrial and household require- 
ments. First quality backed by more than fifty years’ 
experience. 





Write for catalog and prices. 


THE HEROLD BROTHERS CO. 
Established 
1104 W. 9th ST. — CLEVELAND, O. 
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kL  —-— TRADE-MARK 


SAMSON CORDAGE WORKS 
Hex Mesh BOSTON, MASS. 


nL Y-\~) Ot O10) 538, 
POULTRY NETTING SAMSON SPOT, PHOENIX,and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 





Send for catalog and samples 


G. F. Wright Steel & Wire Ce. BRAIDED CORDS - COTTON TWINES 
WORCESTER, MASS. 
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SESS a aaa ae eae §6Sharp Tool-Tempered Steel Points: 
ef : 

% 
: FAGLE F and Extra-Strong Glass Heads! 
« 

STROP & | Graffco GLASS PUSHPINS 
". TRADE PARK REG U.S PAT OFF. 
a” DRESSING _ Here are superior pushpins made by 
” & us in 2 handy sizes and neatly put up 
a” *. to retail at 10c. a packet of six, in 
7 “ either size. The right = - — 
* # your trade, for they’re perfectly made, 
: *\ Made by - the needle-sharp points are rosea J = 
8 a in crystal glass heads, and the heads 

have a dome flange that makes them 
- the Worlds largest more than commodnly strong. 
= Razor Sfrop Manutacfurer ® Write for free samples and attractive offer 
; t 
" PRICE PER DOZ.IN DISPLAY CARTON $1.25 
: waite FoR OUR stnop cataLocue. i | GRAFF-UNDERWOOD COMPANY 
= KOKEN Com PANIES. a Sole Mfrs. Graffco Vise Signals, Vise Clips, Vise Index Tabs 
. _ SAINT LOUIS, MO. 20 Beacon Street Somerville, Boston, 42, Mass. 
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IDEAL LINE 
ROLLING STEP LADDERS 





— Prompt 
rices ‘ 
are 25% Shipments 
lower than 
any other We make 
Rolling them to fit 
YOUR 
Ladders Shelving. 
on the 
Market. —_— 
Satisfaction — on 
Guaranteed. equest. 


SUCCESS FURNITURE CORP. 


(Kirkwood), Mo. 








400 N. Monticello Ave., Chicago, Ill. ol St. Louis 
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(‘arpenters recognize at once the 
superiority of this 50% larger - 
shingle—-that gives a 5 inch ex- 

posure and makes a 3 thickness 
roof, as compared with the 2 
thickness roof made when the 


ordinary shingle is exposed 5 
inches. 




















CAREY 
OFFERS YOU 
MORE HELP 
IN SELLING— 


The BIG SIZE Carey Asfaltslate Shingle is heavier, more durable, less expensive to apply. 
It is known the country over as “the Shingle that Never Curls.” This shingle, 10 by 1534 
inches, allows a 5 inch exposure and still gives a three-thickness roof. It weighs approxi- 


mately 300 pounds to the square. 


Carey advertises this shingle to your public. They know it, prefer it—and where they al- 
ready have bought it they are boosting, making new customers. 


The Carey plan means helping the dealer sell more shingles and ready roofing. Dealers all 
over the country are doubling and tripling their business by this plan. 


A better shingle; a better shingle to sell; a shingle that makes it easier to build business and 
hold it. 
Three natural slate colors—the new distinctive silver-green, blue-black and red. 


Send the coupon today for complete information and samples. 


THE PHILIP CAREY COMPANY 
521-541 Wayne Ave. Lockland, Cincinnati, Ohio 


THE PHILIP CAREY COMPANY, 
521-541 Wayne Ave., Lockland, Cincinnati, Ohio 





Gentlemen: Please send copy of “Before You Build” 








ASFALTSLATE booklet and sample to 
SHINGLES Wied t ..2<. <: becugseiguenstassaaaocsvananies 
THE SHINGLE THAT WEVER CURLS SS A Se a ee eee ean pe eS 
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Bargomepithout squeaks or shakes 
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Sterling service is equally prominent in the 


ms quality of the Barrow itself. 

cr Those who have used Sterling Barrows know 
the difference, and know them to be the Bar- 
row without squeaks or shakes. 





Wheelbarrow Service : 
The dealer who sells them will admit that 


An important part of Sterl- every Sterling sale brings a satisfied customer. 


ing Service is the guaran- The man who wheels the Sterling knows it to 
on pnagpeine mages be the easiest wheeling Barrow— (because of 
rom our warehouse stocks its self-oiling wheel). 


at New “York, Boston, 
Cleveland, Detroit, Chicago. 


St. Louis and Philadelphia. T'o Appreciate Them You Must See Them. 











Write for Catalogue and Dealer Prices 
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PATE COME IN FOR NESCO 
COOKING DEMONSTRATION rey] El 


UTENSILS eve) ay fe)", 2 


Ol COOK STOVE 
has the Patented 


” WICK 


Nor ‘ 
No Inrmming 


KITCHENS 


E sure to send for this striking new assortment of 
Leta | Nesco advertising display pieces. Every piece is 
in full color. 
NESCO You can use this material either in your window or 
om in the store. 
Window Month after month throughout the year full pages in 
ai tans the Saturday Evening Post, Ladies’ Home Journal, 
Make More Country Gentleman, Farmer’s Wife, Woman’s World, 
~~ Christian Herald, Better Homes & Gardens, and Pro- 
Sales of gressive Farmer will tell your customers of Nesco Better 
“ Kitchens and how the Nesco Oil Cook Stove and Nesco 
Your Royal Granite Ware will help them in their household 
simiaains duties. You can take advantage of the consumer interest 
Kitchen that is certain to result by putting in a Better Kitchen 
a “ window or floor display. 
Equipment The complete set sent free to any dealer. Write us 
the approximate date you would like to have the mate- 
rial reach you. 


NATIONAL ENAMELING & STAMPING COMPANY, INC., 912 St. Paul Ave., Milwaukee, Wis. 
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“Is yo’all sho’ dey got a ’lectric washer?” 


















































233 Broadway 
New York 





Quality of 
performance 
and quality 


sales / 


rf ° 
‘There’s a Radiola _ for every purse 


Radio Corporation of America 

Sales Offices: Suite No. 644 

10 So. La Salle St. 28 Geary St. 
Chicago, lil. San Francisco, Cal. 


of tone mean. 
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Radiola III-a 


A four-tube Radiola, noted 
for distance, simplicity, clear- 
ness—at very moderate cost. 
With four Radiotrons WD-11 
and Radiola Loudspeaker 
(UZ-1325) . List $83. 





Radiola III 


A two-tube Radiola that 
custs less than you could 
build it for yourself. Gets 
distance on the headphones 
and near stations on a loud- 
speaker. With two Radio- 
trons WD-11 and headphones. 

List $35. 
You can always adda Radiola 
Balanced Amplifier, later, to 
get distance on a loudspeaker. 


la 


OFF. 











Radiola 
Super-Heterodyne 


Known from coast to coast 
-——the ‘“‘Super-Het’’ that 
needs no antenna, and no 
ground connections—gets 
the station you want al- 
ways at the same marked 
spots on the dials. Famous 
for rare tone quality! With 
six Radiotrons UV-199 
and Radiola Loudspeaker 


(UZ-1325). . List $256 


The external joop is extra 
and means further distance 
records, with battery econ- 
omy. Model AG-814. 

List $12 








Raduiola 
Loudspeaker 
Model UZ-1325 


List 
$18 


Known for its wide 
tone range—its taith- 
fulness—its meilow- 
ness. Ithascontributed 
to the fame of the best 
known Radiolas—and 
vets the vesi out of any Set. 


—s 


LOUDSPEAKER 


is your 
protection 


This symbol { } ) ‘A 


of quality 
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Don’t mind 
sticky fingers. 
Guth Porcelain 
Enamel Switch 
Plates are per- 
fectly insulated 
and may be easily 
cleaned with a 
damp cloth. 


“Aren’t they beauties!” 
thing like them before!” is what everyone says 
when they see Guth Permanent Porcelain Enamel 


Switch Plates. 


That’s where you come in. 
a good supply of Guth Porcelain Enamel Switch 


Porcelain Enamel Switch Plates 


will fit any type or size switch up to twelve gangs. Their finish in white, old 
ivory, pink, blue, brown, gray and green will not discolor, check, peel or tar- 
nish. Write for descriptive literature and special dealers’ prices. 
not be obligated. 





Makers of the 
World-Famous 
Brascolite. Over 
One Million in 
Use. 














They Sell on Sight! 


cc 
I’ve never seen any- 





Plates on hand. Remember you get a handsome 
display board showing 7 assorted nso and colors 





ij 





free with your first order 
for 100 plates (4 standard+ 
packages.) You'll easily 
sell four times that many. 


And a sale always follows. | 
See to it that you have 











Guth 


You will 





“Outlast the building in which they are installed”’ 


She }DWIN FE. Guiri COMPANY 


DESIGNERS -ENGINEERS-MANUFACTURERS 


Lighting Equipment 
ST. LOUIS, U. S. A. 


Formerly the St. Louis Brass Mfg. Co., and the Brascolite Company 
BRANCH OFFICES (Sales and Service) In Principal Cities 
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Po webb Chablis Sod 


DISP LAY BOARD—FREE 


Largest Manufac- 
turers of Lighting 
Fixtures. 
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THE SATURDAY EVENING POST 


THE SATURDAY EVENING. POST Play 16, 1925 
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There's always a thrill in buving for one’s standani. is rthy of the spirit that goes fac ae reputation as the leader in quality 
seli. But how much greater the th bortt hit and in that enduring servic makes = piex re. remember additional pieces 
, i the something is lor someone eise — v hen it It is with a full realization of this respon- any gift worth while, is known all over the =< me had, ad Rarmonizing in deugn and Hotpoint Electr Cooker 
} 
' is to he used as a gift, as a token of fond sibility that milhoms are kwhing for the work fin ie anus ~ ae 
, e 
friendship, love or esteem mume “Hotpoint m electrical applances Think of the dail y pleasures the recipient pee if you need electric ary iances for lee « coutony wo onary 1 . 
1) nifies fle mi a sa tae ieoais Caenauauien 
' And how 1 Gin poeta respons: biliry sected as gilts bor wecklings anniversaries, woukd derive and the growing appreciation your own use, you'll naturally make sure waren - = 
; . j P . . “- 
; falling upon such an art 4 weential birthdays an LIT OMS ef your thoughrlulness in ting as agift that they are Hor; points, too! Dealers every- $? (3 
i it is that it measures up to the highest For Fiotpoint worthiness is an established one of the complete Hos pont a tr or where have them 
: °° 
Drees ELECTRIC APPLIANC CoO... INC 
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THERE'S A HOTPOINT ELECTRIC RANCE FOR EVERY PURSE AND PURPOSE 



























































There Is More to LAMPS 
than the Profit they Make 


eo 














U/se These to Identify 


Your Store 


A 
= 





The National MAZDA Lamp 
Window Trim Service of cut- 
outs, lithographed posters, 
etc., will dress up your window 
at a surprisingly low cost. 





This Lamp Demonstrator for 
your counter will act as a 
silent salesman for you. 





And the Blue Carton Lantern 
is just what you need to mark 
your store day and night. 





. 


€) NATIONAL @ 





{OME retailers say: ‘Sure, | carry 

National MAZDA lamps. There's 
good money in them—no investment in 
stock —no depreciation—they re easy 
to handle. And they re certainly 
easy to sell.” 


But these are not the only reasons why 
these lamps are a good line for any 
retailer to carry. 


National MAZDA lamps are a sales 
leader and they're nationally adver- 
tised. Let people know you carry them 
and they re bound to bring customers 
to your store. 


There are all sorts of dealer helps available to 
identify your store as the place to buy National 
MAZDA lamps. And you can have definite sales 
plans to boost your volume of lamp business, too. 
National Lamp Works of General Electric Co., 
Nela Park, Cleveland, Ohio. 





MAZDA LAMPS | 


A GENERAL ELECTRIC PRODUCT 
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Below is shown the three- 
wing cast-aluminum 
agitator of the new 
Horton No. 34. It is 
responsible for the quick, 
vibrationless, positive 
washing action of this 
new model. 
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New HORTON No. 34 Electric — $122.50 Retail 


Completing the Horton Line 


O the already commanding position occu- 

pied by each and every Horton model of 
Washer or Ironer is added this latest Horton 
achievement. 


The announcement of this machine new,novel 
and distinctive should surpass in importance 
any other news in the washing machine indus- 
try in 1925. 

The HORTON No. 34 Electric is distinc- 
tively different. Perhaps it should be sufficient 
to say it is a Horton product, having in it all 
those essential qualities which have sustained 
the Horton reputation for fifty-five years. 


We conscientiously believe it to be the greatest 


washing machine value ever offered — 
priced to appeal to an eager waiting market. 


Only a demonstration can fully convey its 
remarkable washing action—quick, vibration- 
less, noiseless—only an examination can reveal 
its many points of distinctive and exceptional 
mechanical perfection. It is a Worthy com- 
panion to the famous No. 40—three cup suc- 
tion and the sturdy No. 33, both noteworthy 
successes in their class, 


Dealers and Jobbers demanded a Hortor 
model in the intermediate price class. The 
No. 34 Electric is the answer. Its success is 
already assured. 


Descriptive literature is ready. We are now making deliveries. May we not 


urge you to order from your Jobbet or write us for full information on this 
and the balance of the dominating line of HORTON Washers and Ironers. 


HORTON MANUFACTURING COMPANY 


3132 Fry Street 


Fort Wayne, Indiana 











HORTON No. 40—the HORTON No. 33 -the “ ’ 

nal3-CuopElectric § acme of perfection in HORTON °'PEERLESS”’ 

Suction Washer, Retail dolly type electric 

poco $160 with copper 
ub. 


washers. Retail price 
$85.00. 








Washers and Ironers for 
every Purse and Purpose 

















WASHER No. 30— Water 
Power. Retail price $22.50. 


HORTON HOME IRONBR 

cum ginge cep Baty hind ii le 

hand ted washer. Vacuum type, hand as heated): elec- 
tail price $18. power Retail price $20. trically heated). 














And— 


still another sales 
maker for Edison 
MAZDA Lamp Agents 


—two sets of hand-lettered 
show cards, many in five 
colors, to push your 
entire line of merchandise 


HESE CARDS were de- 

signed by a practical poster 
artist. They are just the kind of 
cards an Agent would have his 
local sign shop make—and pay 
exceedingly well for—if he had 
a local sign shop with the talent 
to make them. 


There are twenty-three cards in 
each set. They form one of the 
most attractive and serviceable 
additions to the sales helps avail- 
able to our Agents. Many of the 
single cards are worth more than 
the price of the complete set. 


We can fill all orders immediate- 
ly. Ask the distributorfrom whom 
you get your Edison Mazpa 
Lamps or write direct to Pub- 
licity Department, Edison Lamp 
Works of General Electric Com- 
pany, Harrison, N. J. 
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EDISON MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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Thermal with 
Full Size 
Oven 








$5975 





Thermal Electric 


MEETS EVERY 
COOKING DEMAND 


Notice the large size all-aluminum 
Thermal oven, sufficient for cook- 
ing an entire meal at one time. 
Heated on the receding or “stored- 
up” heat principle, from any ordi- 
nary lighting circuit. Easily at- 
tached side arms with either gas 
or electric units may be quickly 


attached. 


The BDealest Problem Solved 


The Thermal Electric is de- 
signed to supply the great 
need of an electrical cooking 
utility between the grill and 
the electric range. Its opera- 
tion is so simple (“the turn of 
a switch and dinner is ready”) 
that it is truly the easiest way 
in the world to cook—and 
the most economical. 


The two heating units, in the 
top and bottom of the oven, 
and the one on the outside- 
top are regulated by “Dia- 
mond H” three-heat recipro- 
cating switches, as are the 
units on the electrical side 
arms. ‘Thus the housewife is 
able to control the heat (turn- 
ing it “up” or “down’’) as 
desired. 


The Thermal is well built of 
the best materials. Finished 
in white enamel with gray 
and nickel trim. A thorough- 
ly sanitary and attractive 


piece of kitchen furniture. 








You Will Find the Thermal the Best Seller 
in the Field. Write Today for More 
Information. 


Thermal Electric Corporation 


CINCINNATI, OHIO 






Cut showing 
THERMA with 
side arms (gas 
attached.) Side 
arms with electric 
heating units can 
be furnished if 
desired. 
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The Hoover Company 
spends much more money 
annually on engineering 
research and design than 
does any other company 
in its field. Thus the con- 
tinued superiority of The 
Hoover is assured. 


NTON, OHIO 
i Ts 
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The Electric Washer 


{T is doubtful if electricity has ever been put to any use which has brought 
more freedom from household drugery than the clothes washer. The old tub 
and back-breaking washboard are being relegated to the past as antiquated 
relics wherever electricity is available. In the beginning the manufacturers 
of electric washers faced a tremendous task before a sale could be made. A woman had 
to be convinced that the “machine” would really wash clothes clean. This took a 
matter of five years; but today, every woman knows that an electric washer washes 
clothes more satisfactorily in every way than by hand. 

However, all the sales problems have not been solved. Practically every method 
known to selling has been tried. Sometimes the business has been “high pressured” to 
a point where.it yielded a profit to no one and “broke” the manufacturer. For a long 
time the business was in a more or less chaotic state—it resembled a three-ring circus. 
Sales plans were founded upon “stunts” or “‘schemes” to catch the elusive dollar of the 
consumer. 

Among the manufacturers there were some who were able to see the great possibilities 
if their business was put on a sound basis of selling effort. Building merchandising 
organizations with sound sales plans and policies was their chief objective. To say 
that it was a wise policy is confirmed by the fact that these manufacturers are today 
the leaders in sales volume. | 

Out of all the promiscuous plans, good and bad, many things have been learned, but 
one thing is thoroughly established. That is the man who gets the business must “go 
out*and sell.” He cannot sit complacently in his store and expect people to come in 
and buy. True, many sales can be made in the store and this is highly desirable. The 
more washers sold from the store the greater will be the reduction in total selling costs. 
But it will usually be found that the merchant selling the most from his store’is the 
one who is most aggressive in outside selling. Local newspapers and direct mail ad- 
vertising play a great part in this sales work. None of it can be done on a “hit or 
miss” basis, but must be a part of a well-organized sales plan. 

There is a big market for electric washers. In 1924 two and one half homes were 
wired for every washer sold. The point of saturation is actually falling off. There 
is money to be made in the business, too, by aggressive merchants as attested by the 
profit side of many a ledger. The recipe for getting some of the profits to be made 
from electric washer sales is about as follows: First, select a product made by a 
dependable manufacturer; mix with this a goodly portion of well-developed merchan- 
dising plans; good store display, consistent advertising, and satisfactory demonstrations ; 
stir well with intelligent, aggressive sales people, take a full dose each day, except Sunday, 
just after breakfast; then go out and sell—bring ‘em in and sell—then sell some more. 
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The Big “Little Things” of Electric 
Washer Merchandising 


Electric Washers Don’t Sell Themselves—They Must Be Sold. 
But When You Get the Hang of It, It's Easy Enough 
to Sell Them, and Mighty Profitable, Too 


regular retailer must learn 

about electric clothes washers 
is that they’re not staple store goods, 
in the same category with 
other _ housefurnishings, 
stoves, paints, tools, imple- 
ments, and so on. 

It is well always to keep 
in mind that the washer is a 
specialty, not in the class of 
“asked for’? merchandise. 
Staples are bought; the 
washer must be sold — at 
least in nine cases out of 
ten. And before it is sold 
it must be shown, and pre- 
ferably demonstrated; 
whereas a simple showing 
(and even that is not always 
necessary) of the regular 
lines of hardware and house- 
wares, usually suffices to 
close the sale. 

Next, when you’ve sold a “regular” 
line, it’s sold. You’re not concerned, 
as a rule, with it after that. Gen- 
erally speaking, you can forget such 
goods after the customer has bought 
them; but that is not the case with 
the electric washer, or cleaner, or 
with any of the electrically-operated 
appliances. With these latter, it is 
best to count upon following the 
goods into the home after the sale 
has been made. 


( bre of the first things any 


Sell the First Few Washers Right 


It ought to be remembered that 
when a woman buys an electric 
clothes washer, she has in mind what 
the device is going to mean to her, 
what it will save her and her clothes, 
and not what the machine is me- 


chanically. She buys the “idea” of 
the washer, the service it will 
render, not what it is—not the 


washer itself. And the wise retailer 
sells the idea, rather than the 
washer. i 


Whereas the tools, or other 


staples, may be used once in a great 










while, the washer is going to be minous a subject to be handled here 
called upon for duty fifty or more —we can only point out the need of 
times per year. When she wants it, trying to think in “feminine terms” 
she is going to want it in earnest. when dealing with this class of 
She won’t relish the idea trade. To give some idea of what 
of postponing her wash- we mean, let’s point to Abe Hark- 
day after she’s gotten ness, a certain hardware retailer in 
the wash and herself all a certain city, as an example. 

set for the task, simply Some years ago Abe decided there 
because the motor won’t was money in home laundering 
mote, or something has equipment. After studying washers 
gone wrong. And when and their sales possibilities pretty 
this occurs she is going thoroughly, noting the several types 
to grab the ’phone and and kinds, he bought a shipment and 
placed the washers 
on his floor. There 
they stuck. Finally, 
after trying every 
known scheme _ he 
could invent to dis- 
pose of them, he 
put it up to the 
it ge Se manufacturer to 
RI} help him—with no 
he better result. Today 
he no longer handles 
washers. 





SOT i« eorner of 
fore qnad then wail for 
im, pay down 
them 


»zi 
pre cP Pie 


fr tact. thev donned 
musi 


: sz | z —_— . 7: as . ) e- sila 
328) electric MCisS@ie’ rs. fience this articte., 
f : f ‘ si . . ij 4 - . 
ae;chr is for the purpose of tetiinge nou 
. } —— . 
rmiercnhandaistie 


' , ’ 
Ah novel we ‘7s 


re fal re are 
Forget ‘*Machine”’ 
but Talk Washers 


It developed that 
Abe had selected his 
particular brand of 
washer more from 
demand service with a capital “S” of the viewpoint of “Is it a good prod- 
the party who sold her the product. uct for me to buy and _ sell?” 

Merchants who have sold house- rather than “Is it the best washer 
hold electrical devices and appliances for the women to whom I want to 
know that the “Head of the Head of sell?”’ Discount was more fascinat- 
the House” has the first and usually ing to him than display possibilities 
the last say in the matter of buying or appearance. His women prospects 
the washer. That calls for as close were not attracted by the ungainly, 
study of the Fair Sex as possible— cumbersome appearance of the 
her buying habits, customs and washer in question. This particular 
idiosyncrasies. True, it’s a large and washer had no prepossessing quali- 
lengthy study, but the merchant ties—in appearance it resembled 
who goes in for electrical retailing more closely a threshing machine 
will find it well worth his while to than a household appliance. The 
catalog the whims and foibles of humorous point was that the manu- 
Her Ladyship—and cater to Her ac- facturer’s salesman had sold Abe on 
cordingly. Certainly it is too volu- that very thing—what a _ good 
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Effective display of an electric washer and an electric ironer. 





While the store demonstration does not necessarily 


lead to direct sales, it serves the very useful purpose of stimulating interest among prospects and furnishing live- 
wire leads which can be followed up by the outside sales force. Note our Indian sandwich man from the facing page 








machine it was, and Abe had fallen 
for the bunk. ‘Women want a ma- 
chine that will wash and dry,” he 
had said, “not a painted up box or 
tank.” 

In this case he lost a good busi- 
ness because his washer had not the 
looks—it failed to appeal outwardly 
to the feminine eye. 

Right here, let’s again repeat the 
warning: Forget “machine” when 
you talk washers. Today altogether 
too much stress is being laid on the 
mechanical features, such as “swing- 
ing-wringers”’, “‘machine-cut gears,” 
“hardened and ground shafts,” and 
so on. All of which is as Greek to 
the woman as ohms, watts, and volts. 
What she wants to know is how well 
and how quickly it will wash without 
pre-soaking and boiling; how she 
can wash her most delicate as well as 
her heaviest things, without break- 
ing her back or ruining her hands 
and temper. These are the sort of 
sales points that sell washers, not 
the structural and mechanical advan- 
tages and arguments. 


Sell the First Few Washers Right 


Sell the first few washers right. 
That means the retailer must help 
the woman to buy right. It doesn’t 
mean “putting-over” any sort of 
contraption that will masquerade 
under the name of “washer”; it 
doesn’t mean forced, high-pressure 


salesmanship. It doesn’t mean ac- 
cepting a few-dollars-down payment 
from some poor woman whose wants 
are bigger than her income, and who 
never could afford a washer. It 
doesn’t mean taking the order, and 
forgetting the customer—at least 
not if you ever expect other business 
from her. And a point very often 
overlooked by hardware and depart- 
ment store merchandisers is the fact 
that they lose in every department 
of their business when the washer 
customer becomes displeased, and is 
allowed to stay so. 

In Jersey there is a merchant who 
has the right idea. The first year he 
took on electric clothes washers he 
sold twelve. But he sold those right. 
Next year he sold forty. And most 
of his sales came from, or through, 
his old customers. Each year has 
shown a stable increase in this busi- 
ness, without greatly increased sell- 
ing expense. How did he do it? 
How has he become THE washer 
headquarters for his town? By 
selling his first washers right. His 
recipe is this: “J follow my washer 
into the home’. In other words, 
after she’s bought he still remem- 
bers her—and serves her. Comes 
Monday, and let us say a fuse has 
blown, with the result that the wash 
is held up: he, or one of his boys, is 
on the job with tools, and his cus- 


tomers’ machines are kept running. 

All too often the woman buys a 
washer and complains that the de- 
vice won’t do all that the salesman 
said it would; in actual use the 
washer failed to come up to the 
initial selling demonstration. 

Salesmen love to pull stunts and 
do tricks with their washer, par- 
ticularly if selling in competition. 
These stunts are not always so easy 
for the housewife when she comes 
to wash. Salesmen, in the main, 
are more intent upon getting orders 
than they are in seeing that their 
customers are kept satisfied. Their 
commissions come from sales, not 
from service, and this is where the 
idea of paying salesmen only on com- 
mission is not always the best plan 
for the merchant who realizes the 
need of rendering service, and who 
expects to give it. And Service is 
the keynote in electrical selling; the 
appliance must serve, and the mer- 
chant who sold it must serve both 
appliance and user. It is a pretty 
good plan to study the question of 
salesmen’s compensation very thor- 
oughly. 

The Importance of Proper 

Installation 


Another little item that often 
jeopardizes the washer sale is the 
installation. The forethoughtful 

(Continued on page 56) 
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Your Store, Electrical and 


The Coins That Cross the Counter 
Fill the Business Breadbox (A.sop—? ) 


N the illustration forming the Cross 
Word Puzzle Design featured on these 
pages we present at least eight of the 

features that strongly influence your retail 
sales of electrical and radio merchandise. 

The public has characteristics which 
your store can work on with excellent re- 
sults. What are the public’s general ac- 
tivities? There is the walking public, the 
reading public, the buying public, the 
shopping public, the impressionable public, 
the eager public with its “get-it-now”’ mood 
and the habit-forming public. Eight “‘pub- 
lics” in the list! Eight wide-open doors 
for your electrical and radio department to 
use as profit producing avenues! 

The walking public wouldn’t walk nearly 
as much if it were not for store windows. 
Your store windows give the walking pub- 
lic a free trip to an exhibit of domestic, 
labor-saving electrical appliances and com- 
fort-makers, and of radio features. The 
public wouldn’t know its own fads and 
fancies or needs and necessities and would 
be badly put out but for your store win- 
dows. And that is where you hold a key to 
retail sales success. 

The reading public would have a mourn- 
ful time without your store. What a one- 
sided matter community newspapers would 
be unless your “reading notices” gave the 
latest merchandise news. 

The selecting public would just naturally 
have a terrible time if it were not for your 
store. What a bedlam there would be if your 
sales people were not there to make elec- 
trical goods and radio products accessible 
and desirable to the selecting public. Your 
electrical and radio salesmen support a lot 
more than their families and the cross- 
word puzzle book publishers. Through 
them your store is making sales at the 
counter that provide profits on which you 
operate. 

To the shopping public you supply the 
shop and the stock for shopping. In other 
words, the “companion sales” your store is 
continually making transform the buyer to 
a shopper. Thus the shopping public is 
served in your store from department to 
department or floor to floor. You as the 
merchant make those most profitable of all 
retail sales, the sales that are companion 
to others. Let the shopping public go home 
from your store happy, knowing that to- 
morrow the electric washer, or vacuum 
cleaner, or toaster, or griddle, or radio set, 
or loud speaker that they discovered in 
your store, was just what they wanted and 
will soon be on the job for them, now it has 
been bought. 






As today’s prominent pattern, the cross-word puzzle de- 
sign seems a good background for an illustrated story of 
your store’s advantages in selling radio and electrical 
goods. The popularity of cross-word puzzles reminds 
one of the popularity of electrical and radio items. 





Store windows make goods 
accessible and desirable te 
the walking public. 













Retail store service makes 
goods accessible and desir- 
able to the selecting public. 
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Retail localized selling ap- 
peal makes desirable goods 
accessible to the “get-it-now’ 
public. 











Retail sales people make 
goods accessible and desira- 
ble to the buying public. 
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Radio Goods, and the Public 


A Graphic Story of Retail Selling 


By SPENCER PHILLIPS 


Eight features of the public are at the bottom of your 

sales success. These eight are especially applicable to 

retail success in selling electrical goods, and radio sets, 

accessories and parts. They are features that bring the 
public and store together and mean sales. 
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Retail advertisements make 
goods accessible and desira- 
ble to the reading public. 
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Retail “companion sales 
make goods accessible and 
desirable to the shopping 
public. 









Retail prestige and impor- 
tance in community life 
make goods desirable to the 
impressionable public. 
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Retail reputation for con- 
venience, sotisfaction and 
service make accessible 
those goods desired by the 
habit-forming public. 





The impressionable public would have a 
time of it more than once in making deei- 
sions to buy this or that. The impression- 
able public unconsciously has its decisions 
nicely assisted because your store has 
established prestige and importance in 
community life. You hold the joker once 
again with your institutional power and 
community recognition, and can capitalize 
on these in a big way with electrical items 
and radio merchandise. 

The “get-it-now” public is eager to fill 
needs, rush-off gifts, or indulge itself a bit 
and turns to you. Where else might it turn 
when your localized appeal is constantly at 
work making desirable goods more acces- 
sible to the public? The retail sales that 
are made on this basis alone cause your 
radio and electrical department to be a 
consistent profit-maker. 

Then there is the habit-forming charac- 
teristic of the public—the natural trait to 
return to stores where convenience, satis- 
faction and service are always to be found. 
It is this trait that makes your list of 
regular customers. The public makes it a 
habit to buy from you because your store 
has these characteristics. In that way you 
have a ready customer list that welcomes 
the fact that it can make it a habit to buy 
its many electrical and radio requirements 
through your store. By selling these lines 
you make more sales in all your depart- 
ments because your electrical and radio 
departments can be big features of your 
store. 

And then, the buying public—the public 
that makes up its mind and sets out to buy 
according to its need. Your store has a 
first call on the buying public. Every item 
in every department of your store has 
appeal to your community. The broader 
your stock the greater your influence on the 
buying public. The unusual popularity of 
electrical and radio merchandise makes 
these lines leaders in bringing the buying 
public to your store. On the other hand, 
your broad, well-balanced stock brings the 
buying public to your store, where they 
fill their electrical and radio needs. 

Hence, through your store show windows, 
newspaper advertising sales people, com- 
panion sales, store prestige, localized 
appeal, list of regular customers, balanced 
stock and your retail counters, your store 
out-reaches, out-sells and out-values on a 
dollar-for-dollar basis all forms of selling 
contact with the public. These are ad- 


vantages that should enable you to sell 
electrical lines and radio goods more ‘read- 
ily and with steadily increasing profit. 
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Portable Sets Solve 
Summer-time Radio 


By ARTHUR SINSHEIMER 






am ett 12" 


A real portable set may be used anywhere. 








Its weight is sufficiently low to permit of carrying it about. 

tubes operate on dry batteries carried in the set itself. An improvised antenna may be employed or, to simplify 

matters still further, the set may have a self-contained loop. At any rate, a portable set means radio entertain- 
ment anywhere, and that means radio in summer-time, when all of us live outdoors 


When the Buying 
Public Turns to the 
Great Outdoors, Be 
Ready to Sell Them 
Portable Radio Sets 
and Accessories for 


Those Sets. 
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HAT’S the use of trying 
to ignore these seasonable 
pranks in merchandising by 


making an effort to sell the public 
something that it doesn’t particular- 
ly want because of a natural change 
in living habit? 

Of course there are some people 
that will buy regular cabinet radio 
sets at this time of the year—in most 
cases because they feel that they can 
pick up some ripe bargains that 
dealers are sacrificing in order to 
get them off their shelves—but their 
number is almost nil in comparison 
to those of your customers who spend 
most of their time outdoors and who 
are susceptible to the purchase of a 
practical portable radio set to carry 
along with them. What are you 
doing to supply this want? 


Summer Time Means Portable 
Set Time 


You can’t fight such things, and 
while many of you are probably 
pretty well stocked on regular sets of 
various kinds, it’s the portable out- 
fit that will have the real call from 
now until late in the summer—com- 
plete portables and also the proper 


kind of parts and kits, so that your 

customers can construct their own 

portables if they want the pleasure 

of doing it. 

A Portable Set Is More Than a 
Standard Set with a Handle 


Now, when we say “portable” set 
we mean just that—not one of those 








WHY THE PORTABLE 
SET? 

DJULYVING habits change 

> with the seasons of the 
vear. in radio as in other 
fhines. Durine the cold 
weather of fall, winter and 
early spring, radio is looked 
“mpon as an excellent form 
of indoor entertainment. 
But with the advent of warm 
weather. the indoor season 
is ati an ena and radio must 
either accompany the pub- 
lic outdoors or be neglected 
fo some extent. {nd that 
is where the portable set 
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so-called portable or semi-portable 
contraptions that weigh around forty 
pounds and are clothed in cabinets 
so awkward and large that you just 
naturally bark your shins every time 
you try to lug one around with you. 
Some people think that all they have 
to do is to put a handle on any kind of 
a set, no matter how large or heavy 
it is, and, presto! it’s a portable 
outfit. Say, wouldn’t that be great if 
that were all there was to it? 

But that’s not our idea of the 
thing at all—and don’t forget that 
we are always trying to look at radio 
merchandising through the eyes of 
your own customers. What they 
want is a small, light-weight outfit 
that will pack everything complete 
inside the case and that will give 
them a receiving range enough to 
hear broadcasting from several good 
stations. Some don’t mind slinging 
up a short aerial and others want a 
built-in loop. 


Good Portable Sets Work Fine 


Give your customers what they 
want, if possible—we know, because 
we’ve proved it with several good 
portable sets already tested and we'll 
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be very glad to tell you more about 
them if you’re interested. 

There is one set that is built ina 
small leather-covered typewriter case 
using a dry-cell tube of the 199 type 
with space for two pair of phones 
and the regulation A and B batteries. 
It needs no aerial—operates on any 
two grounds—two radiators, a water 
pipe and a telephone or electric light 
socket. We personally carried this 
one into the suburbs, hooked one lead 
on to a fire hydrant and the other on 
a wire fence. Pittsburgh, about 350 
air miles away, came in beautifully 
on a headset. Now please remember 
that we’re not guaranteeing it to op- 
erate this way in any and every lo- 
cation, but we tell it to you just to 
show the possibilities of portables 
for outdoor use. 


Don’t Forget the Kits for Build- 
ing Portable Sets 


Then there are other sets of this 
type that are self-contained, includ- 
ing a loud-speaker and loop. And by 
all means, don’t forget that there are 
good kits, particularly those that 
reflex on one and two tubes, that 
offer great possibilities for building 
small, compact sets that are easily 
carried into the wilds or to the sea- 
shore, where a short wire aerial can 
be slung over a tree or a post, and 
another piece of wire run into the 
ground or thrown in the water for a 
suitable ground connection. 
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WHAT IS A PORTABLE 
SET? 
| YHERE is more to a port- 
- able set than merely a 
handle. A real portable set, 
first of all, must be suffi- 
ciently livsht to be re rally 
portable. It must operate 


on dry batteries exclusively. 
lt must work onjunction 
with an improvise 
or. better stil, a collapsible 
or self contained loop. If 

be sufficiently sensitive 
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The fellow that “rolls his own” is 
still with us and you can bank on it 
that he’s going in for building him- 
self a good portable set, too, so that 
he can take it with him on his vaca- 
tion and week-end excursions. With 
this in mind, you want to be ready to 
sell him the various parts that go to 
make up such an outfit. And along 
with these parts, kits and sets, don’t 
forget your stock of batteries, tubes 
and cases. Now you’ve read just 
about enough of portables to make 
you sit up and take notice; and we 
hope that the seed we have tried to 


plant will take root and grow into a 
hardy summer business for you. You 
most certainly can get a big share 
of this trade if you equip yourself 
to go after it right now. 


Putting Your Radio Department 
on a Rock-steady Foundation 


Don’t get the impression that we 
are trying to get you all tangled up 
in the technicalities of radio. We are 
not. But we do want to see you get 
your just share of this summer radio 
trade, because we know that you are 
the logical type of merchandisers to 
handle radio business, and that’s why 
we keep talking to you about methods 
and ideas in buying and selling that 
will lead you into a commanding po- 
sition of the industry in your local- 
ity. Stick to it; it’s a real-come-to- 
stay merchandise game, and, even 
though it gets its setbacks every now 
and then, it’s going to grow bigger 
and bigger, and better and better as 
time goes on. Build your radio de- 
partment on a firm foundation now 
for the good prospects ahead. 

The tune is “portable for summer” 
and we'll be glad to go over the 
“song’’ note by note with any buyers 
or merchants who are interested in 
singing in the right key. Write and 
ask us what you want to know, or if 
you intend to come into this market 
drop in and let’s talk over your radio 
problems—we’re happy to see you 
any time you happen around. 
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Campers are logical prospects for a portable radic set, whether or not they already possess the usual radio re- 


ceiving set in their homes. 


Boy Scouts are very much interested in portable radio receiving sets, 
individual Scouts may be unable to afford more than the parts or kits for a portable, the more expensive 
bles” may be sold to the company or troop 


and while the 
““norta- 
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When the Retailer Puts on His Own Elec- 
trical Goods Show 


How the Davis Company's Broad Display of Electrical Goods Has 
Afforded the Manufacturer an Opportunity of Bringing His 
Wares Before an Immense Crowd at a Nominal Cost, 


and Stimulated General Interest 


HE underlying motive of the 
Electrical Goods Show recent- 
ly staged by the Davis Com- 
pany of Chicago was to create in- 
stant consumer interest through col- 
lective advertising and merchandise 
display—a result that could not be 
accomplished in any other manner 
in many months. 

“The department store is a 
woman’s institution, and therefore 
the logical place for the selling of 
electrical labor-saving devices,” said 
the manager of the Davis electrical 
goods section. 

The featuring of electrical goods 
in department stores has been a ques- 
tion with some, but it is the belief 
of the executives of this large store 
that department stores can success- 
fully sell electrical merchandise, and 
the first annual electrical goods show 
conducted by the store in March of 
this year was ample proof of their 
belief. 

The entire eighth floor, with the 
exception of the space occupied by 
the Tea Room, was given over to the 
Electrical Goods Show. Every 
imaginable electrical device, from a 
curling iron to a laundry sized iron- 








HE Davis Company did 
not put on “just another 
electrical show.” It put on an 
“Exhibition of Electrical 


Labor-Saving Appliances 
By C. B. PARTRIDGE 


ing machine, was on display. A large 
number of well-informed salespeople 
and demonstrators were in atten- 
dance to answer any questions you 
might ask and tell you a lot of things 
yeu didn’t expect to ask about at all. 

One big, broad aisle was created, 








Sate Jackson Vee Buren Telephone Wabash 9800 
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in Electrical 


permitting the exposition to be held 
right in the store and in the depart- 
ment itself. You will notice in the 
main view of the department that 
movable counters have been removed 
for this occasion, and the entire space 
between the two rows of pillars is 
occupied by the various displays of 
the manufacturers who contributed 
to the success of the show. 

Throughout the department, on the 
tops of tables and display cases, were 
classified groups of all the smaller 
electrical appliances, such as irons, 
toasters, heaters, grills, and electric 
pads. The main aisle was devoted 
entirely to the larger electrical labor- 
saving devices which were the para- 
mount feature of the exposition. 

About 80 per cent of the entire 
electrical goods business is now 
labor-saving devices, and one of the 
biggest and most profitable items is 
the electric washer. In fact, displays 
and demonstrations of electrically- 
operated washers dominated the en- 
tire show. There were twenty-one 
different makes of washers and four 
vacuum cleaner displays in this ex- 
position of electrical products. 

{In order to make this first show a 





going to buy a washing ma- 
chine, or a vacuum cleaner, 
or an iceless refrigerator, you 
should not miss this chance 











Labor Savers,” and made its ads effective in 
attracting people by stressing the idea that elec- 
tricity is **The Master Servant.” 


Two catch lines that headed the ads were: “The 
Davis Electrical Avenue That Leads to Happi- 
ness” and “The Magic Road to Leisure, Econ- 
omy and Better Home-Keeping.” 

The “sale atmosphere” was eliminated by the 
suggestion, “No matter when or where you are 


to compare them at the Davis Electrical Show!” 
To make the show truly representative of what 
electricity offers to housewives, the store invited 
various manufacturers to display their prod- 
ucts on the main aisle of the exhibition floor. 
Many manufacturers’ salesmen took part in 
the demonstrations, thus making the Davis 
Electrical Show most effective in creating a de- 
sire for electrical appliances. 
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Many direct sales resulted from the Davis Company’s first electrical labor-saving appliance show, but the basic 
value was the definite establishment in the minds of the buying public that the company had an up-and-going 


electrical department 








huge success and to demonstrate to 
the craft that women are interested 
in purchasing their electrical mer- 
chandise in department stores, the 
Davis Company enlisted the coopera- 
tion of various manufacturers, many 
of whom sent representative exhibits 
of their products, also salesmen and 
demonstrators te serve visitors who 
attended the show. Exhibiting 
manufacturers were given the entire 
main aisle of the department for the 
display of their merchandise. 

All of the publicity concerning the 
coming of this first department store 
exposition of electrical merchandise 
was confined to newspapers. An ad, 
typical of the many that were used, 
appears on the preceding page. 
The advertisement reproduced was 
the broad opening announcement and 
the one ad to which much credit is 
given for the big crowd on the open- 
ing day. Although this opening day 
crowd was not so large as the Davis 
Company is accustomed to, it was 
very gratifying for an event inaugur- 
ating a new idea. The third day 
proved better in attendance than the 
first, which speaks well for the show’s 


success. Good interest was demon- 
started during the entire electrical 
exposition. 

The show certainly proved a suc- 
cess from the standpoint of interest- 
ing the curious patronizing public, 
and the exhibitors reached more 
people in a short time than they could 
have interested in a direct consumer 
advertising program involving con- 
siderable cost. 

“What we wanted to do and feel 
that we successfully accomplished,”’ 
said an executive of the store, “was 
to sell the consumers on the idea of 
the electrical show and the benefit 
it would be to attend this collective 
display of electrical labor-saving 
merchandise where they could visual- 
ize and be scientifically informed on 
the merits of these mechanically- 
driven devices. 

“Our advertising told them what 
this show was to be, its purpose, its 
magnitude, and what electrical labor- 
saving devices meant to the house- 
wife and the home. We pictured a 
broad display of articles such as a 
visitor could expect to see when at- 
tending the show. 


“Not once did we mention any one 
brand as being better than nor dif- 
ferent from another. Nor did we 
talk price. One of our main objects 
in connection with this show was to 
make it a trade inducement without 
cutting prices. 

“The selling of electrical merchan- 
dise is in a class by itself and such 
a business will not endure price cut- 
ting to attract trade to displays of 
this kind of merchandise.”’ 

Executives of the Davis Company 
are of the opinion that they have 
rendered triple service in this first 
electrical show, for they have afford- 
ed the customer an opportunity of 
massed display with excellent educa- 
tional demonstrations; they have 
afforded the manufacturer an oppor- 
tunity of bringing his wares before 
an immense crowd at a nominal cost; 
and they have also stimulated gen- 
eral interest in electrical labor-sav- 
ing devices. 

The firm pronounces this new idea 
in merchandising a success and pro- 
poses to make the Electrical Goods 
Show a regular annual feature in 
their sales program. 














The Evil of ‘Scare’ Advertising Copy 


HERE has recently come to our attention two 

instances of advertising electrical devices in a 
most destructive way. Both cases referred to the 
electric iron as the cause of fires. By inference the 
suggestion was made that the electric iron is a 
very dangerous device to have in the home because, 
if forgotten and the current left on, it is likely to 
cause a fire. The advertising further pointed out 
that the irons of the respective manufacturers 
were so designed as to prevent this particular 
thing. 

Now electric irons have caused fires through no 
fault of the iron itself, but because of the careless- 
ness of the user. There are millions of electric 
irons in use in the homes of this country, and such 
advertising is most pernicious and destructive in 
its influence. It arouses a fear of electricity in the 
minds of women—a fear which is not justified 
either by fact or fancy. A manufacturer who has 
a device of superior features need not resort to the 
tearing down of the business of other manufac- 
turers to build up his own. There are legitimate 
and ethical ways of informing the public as to the 
advantages of a particular device without depart- 
ing from the high standards of either advertising 
or selling. 

Electricity is safe because of the safeguards 
thrown around it in its applications, but it cannot 
exercise control over the carelessness of human 
beings. Cigarettes carelessly thrown from a win- 
dow often cause fires; open fireplaces left unpro- 
tected in the home cause fires too; a lighted match 





Tell Us, Please! 


N order that this publication may at- 

tain its greatest value, it must meet 
the requirements of its readers in respect 
to the class of merchandise with which 
it deals. To measure up to these re- 
quirements it is necessary that we under- 
stand the needs of our readers. There- 
fore, tell us what you would like to see 
in these columns. Tell us what is most 
helpful to you. This is a mutual propo- 
sition. To be of real service we must 
know what you, our reader, want. Tell 
us and we shall do our best to provide it, 
either in these columns or by correspon- 
dence. 





carelessly thrown into a waste paper basket may 
destroy a building—all because of the human fac- 
tor. It is not the fault of the lighted cigarette 
or the fireplace or the lighted match, to be sure. 

Advertising is a most constructive force for the 
manufacturer and merchant when rightly used. 
But wrongly used it may become not only destruc- 
tive but even pernicious. It is hoped that no mer- 
chant who is a reader of this publication will lend 
his good name to the advertising of any manufac- 
turer whose methods or policies do not conform to 
the standards of sound business ethics. Electricity 
is a great servant in the home, but its usefulness 
will never be promoted by creating fear in the 
minds of the public. 


Headsets Are by No Means Obsolete 


OST people measure the value of a radio re- 
ceiver by the number of distant stations they 

can log. If they haven’t headsets, they’re not get- 
ting all of the stations they could get with head- 
sets. If a customer comes to you and says “the set 
you sold me is fairly good,” sell him a headset and 
tell him to tune in some distant station. He will 
come back to tell you his set is a knock-out. 

And here are other reasons why your customers 
need headsets. They need them— 

—to tune in with for loud-speaker reception; 

—to get distant stations—both domestic and 
foreign; 

—to shut out the noise in the room—and get all 
the radio fun; 

—to listen-in without disturbing others; 

—to get the truest and clearest. reception always. 

Don’t misunderstand us. We know that a loud- 
speaker is important. But when friend wife has 
a bridge party or after the family has gone to bed 
—your customers will want headsets. These are 
real sales arguments. Use them! 


Meeting the Time-Payment Issue 


HERE has been an enormous increase in the 

number of commodities sold on the installment 
basis within the past few years. It has reached 
a point where it is of especial concern to every 
merchant. There are those who condemn the sys- 
tem as uneconomic and unnecessary, while others 
favor it. 

Whichever it may be—economic or uneconomic 
—the practice is in popular vogue and cannot be 
ignored by the average merchant who wishes to 
protect and hold his trade. 
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Standards of living in this country suddenly 
climbed to a higher plane during the war, due 
primarily to higher wages for labor. People 
bought many luxuries to which they were never 
before accustomed. Once having enjoyed these 
luxuries, they are loath to give them up. The 
installment or deferred plan of payment presents 
an easy means of securing many things otherwise 
not obtainable because of lack of ready cash. 

The volume of this kind of business has been 
augmented by keen competition of manufacturers 
seeking outlets for factories of great productive 
capacity. Add to this the organization of com- 
panies whose business it has become to finance 
installment paper, and we have a combination 
which has made it comparatively easy for the con- 
sumer to purchase almost anything he desires 
within reason—and often beyond. 

Deferred payments present a problem which 
the individual merchant must solve for himself. 
If he stands to lose business in his town or city 
because he does not sell on time payments, then he 
may have to do so to hold his trade. It also may 
afford a means of enlarging his business. 

How long this tendency in buying, in its present 
proportions, will last, no one can tell. In the 
meantime, however, the merchant must protect his 
own business. If he can do so by selling on a de- 
ferred basis, then he should not hesitate to do it. 
It is a question for the individual store to deter- 
mine. It cannot be ignored, but must be met in- 
telligently. Only time will tell whether it is econo- 
mic or uneconomic. 


Get a Good Sales Woman! 


S time goes on and the use of electricity in, the 

home increases, it is more and more evident 
that women are taking a most important place in 
the sale of electrical appliances. 

Example after example may be found where wo- 
men have proved their ability in sales work. After 
all, this is only a logical thing to be expected, for 
who can understand a woman’s work in the home 
but a woman? It is she who best knows the utility 
of an electrical device in the performance of house- 
hold tasks. 

We have said before that, ‘““Men take orders for 
electrical labor saving devices, but women really 
sell them.”” Somehow there is an intuitive confi- 
dence which is instilled in the prospective buyer 
when she listens to the sales story of a woman who 
knows the full application of the devices she is sell- 
ing. This confidence comes as a result of a 
sympathetic understanding of a mutual problem, 
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This accounts 
for the signal success with which many women 
have met in sales work. Here is just a tip to the 
merchant who wants to do the most effective sales 
work—get a good sales woman in the store or on 
the outside staff. 


and the best means of its solution. 


Quality as Seen from Consumer’s Viewpoint 


N proclaiming the merits of a commodity to the 
consuming public the manufacturer or mer- 

chant makes frequent use of the word quality. Just 
what is quality merchandise? To the manufac- 
turer it means the employment of high-grade 
materials and workmanship in the fabricaticn of 
his product. This becomes to him the guarantee 
of quality. 

But is the consumer’s conception of quality the 
same? To the consumer, quality means but one 
thing—service of a product in performing the 
function for which it was bought. The use of high 
grade materials and workmanship become the con- 
sumer’s guarantee of service. 

It is the consumer’s recollection of service that 
puts the quality mark on a commodity. 

In the sale of electrical appliances it must be 
kept in mind that they are purchased essentially 
for their service value. When service is sold, price 
becomes a small factor. It is upon this basis of 
service value that the most stable business can be 
built in electrical goods. It is the foundation of a 
successful business in this class of merchandise, 
and sooner or later every merchant who sells elec- 
trical devices will find it out if he has not already 


done so. 





Individual Problems 


A editor’s task does not end with 
the publishing of his journal. In 
the columns of his journal he can do no 
more than deliver a general message to 
his large family of readers, whose inter- 
ests he has always at heart. Here and 
there among his large family of readers 
there are men with special problems 
calling for individual advice and aid. 
-And it is the editor’s task, as well as his 
desire, to be of real help to those men. 
Let those with special problems write or 
call in person, any time, and they shall 
receive the editor's undivided attention. 
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LL true merchandisers realize 
Aw importance of advertising, 
window displays and sound 
sales plans. They continually strive 
to make greater and better use of 
these factors. But sometimes the 
local talent: to do a good job is not 
available. Under such conditions 
the natural thing to do is to make 
use of such talents as are available. 
But this at times acts to make these 
normally positive aids to selling 
more of a liability than a true asset. 
Newspaper space, which just as 
well might be given over to adver- 
tisements with a real selling punch, 
is filled with such com- 
positions as can be con- 
trived. Windows, capa- 
ble of housing an atten- 
tion-compelling display, 
are devoted to hit-or- 
miss arrangements at- 
tracting scarcely a 
passing glance. Sales 
plans oftentimes go 
wrong. 

But such handicaps 
have no place in the 
field of electrical sell- 
ing. They need never 





my lady- 





Speaking of 
Merchandising— 


balance sheet, but there is no striv- 
ing for profits in the usual sense. 
All that is received in return for 
services rendered (and the annual 
income runs into a quarter of a 
million dollars) goes back into the 

work of producing greater 


| 7 ee and better services. This 
Sweep no more 


Who are its members? Electrical 
manufacturers, light and power 
companies, electrical jobbers, elec- 
trical contractors and dealers, and 
others engaged in distributing elec- 
trical products, such as hardware 
stores, department’ stores, and 
others of the non-electrical order. 

What are the dues? 
Electrical companies 





of 


merchandisers 


goods. 


housekeeping. 








be. Expert help in do- 
ing these things is at 
hand, no matter where one is lo- 
cated. The Society for Electrical 
Development has been hélping its 
members accomplish these things 
correctly for years, the ELBCTRI- 
CAL GOODS is glad to devote this 
space to telling its readers about this 
unique organization. 


A Corporation for Cooperation 


Fourteen and more years ago, J. 
Robert Crouse, successful and prom- 
inent in the electrical industry even 
then, began to proclaim the advan- 
tages of cooperation and coordina- 
tion of efforts all along the line, as 
making for better service to the 
public. He spent lavishly of time, 
effort and money to popularize this 
idea, pointing out the need for an 
organization within the _ electrical 
industry to foster this idea and de- 
vise plans for applying it practical- 
ly. Being fundamentally sound, the 
idea took root and grew. Out of it 
all was evolved The Society for 


Electrical Development, a non-par- 
tisan, non-profit organization devot- 
ed to making cooperation workable. 

Books are kept and of course 
there is the unescapable need for a 





along the line. 


deepest will benefit most. 


HIS little 8-page, envelope- 

sized, illustrated book is typi- 
cal of the service of The Society 
for Electrical Development to 
electrical 
This and other booklets 
have been written by women for 
other women to read—chatty 
presentations of helpful hints 
upon all phases of electrical 
Indeed, the So- 
ciety is constantly working to de- 
velop the public’s electrical con- 
sciousness and boost business all 
To the readers of this 
journal, the Society is a mine of mer- 
chandising helps, and those who dig 


subscribe amounts 
ranging from $25 to 
$25,000, depending up- 
on the size and impor- 
tance of the company 
and its ability to capi- 
talize upon the market 
development work of 
this organization. 

Can your company 
join? Yes. A subscrip- 
tion basis has been ar- 
ranged which is open 
to companies only part- 
ly or indirectly inter- 
ested in the electrical 
industry. A minimum 
membership  subscrip- 








work is carried on by a highly effi- 
cient headquarters staff totaling 
some forty persons. 


Cooperation the Keystone 

The “Society” today works along 
many lines for the advancement of 
the electrical industry and its allied 
branches and outlets, but is eternal- 
ly devoted to educating the public 
to “Do It Electrically” as expressed 
in its slogan. Through many ave- 
nues and agencies this work has 
been going on for years, and mil- 
lions of dollars spent in this cause. 
That is something to consider when 
wondering how an industry that saw 
the light of day, or to put it correct- 
ly, of its first incandescent lamp, 
only about forty years ago, has be- 
come the second or third largest in- 
dustry in this country. 

How is the Society supported? 
By membership subscriptions. 


tion of $25 entitles such 
companies to active memberhip and 
the complete publication service, 
which, by the way, comprises infor- 
mation of great value to all engaged 
with the problems of merchandising, 
to say nothing of the much broader 
insight into electrical subjects that 
is thus afforded. 

Is membership of any real and 
tangible benefit? When gold dollars 
can be purchased practically at your 
own price, are they worth it—are 
they? 

Merchandising Helps 


In reading about these easily had 
sales and advertising helps bear this 
in mind: they are not entirely a sub- 
stitute for your own, so to say, 
home-made products. You are di- 
rectly interested in selling certain 
specified makes of products. You 
write your advertising and plan 
your window displays accordingly. 
But the Society’s material is to 
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Expert Help in Merchandising Electri- 
cal Goods Is Available Through the 
Unique Organization Known as The 
Society for Electrical Development, 


with Which You Should Be Familiar 


the end of selling the idea of more 
and more extended use of electrical 
service in home, store, office and 
factory—the first step in the sale, 
as you know. When that step has 
been accomplished it still, then, is 
left for you to influence the cus- 
tomer’s selection in favor of what- 
ever make of appliance you are 
pushing. 

Thus it is that by combining the 
Society’s angle with yours the value 
of your sales efforts is strengthened 
accordingly—in fact, a completely 
rounded sales effort. And _ these 
sales and advertising helps are upon 
every phase of electrical merchan- 


dising, from table appliances to 
electric ranges and lighting and 
in between. 


Suppose, further, that you like 
the illustrations used in conjunction 
with the suggestions for advertise- 
ments and desire to maké use of 
them. That will be easy. You can 
arrange to secure mats or stereos 
of any of these illustrations for a 
nominal price. Consider what it 
otherwise would cost you to employ 
a local artist (who may or may not 
be the equal of the artists employed 
by the Society to do this work) to 
make a drawing for you. Then add 
to that the cost for photo-engraving. 
Contrast that total cost with the 
purely nominal charge that the So- 
ciety makes for this service, and the 
economy will be apparent. 


Letters for Direct-by-Mail Selling 


When correctly figured, it costs in 
even the smallest retail establish- 
ment at least 25c. to dictate a letter 
and have it typed and mailed. Com- 
posing an effective sales letter ex- 
ceeds that cost many times—experts 
demand from $25 and upward for 
such a job. But you need not pay 
any like sum for such letters. You 
can procure them from the Society 
for just about the bare cost of typ- 
ing. Strong, sales-producing copy 
prepared by experts, mind you. Of 
course, there’s a reason. 

Throughout its thirteen years in 


the field the Society has had sales 
letters prepared upon practically ev- 
ery phase of electrical merchandis- 
ing, some by arrangement with es- 
tablished experts, and others by the 
equally capable members of its own 
headquarters staff. The fact that 
these letters perhaps may have been 
used elsewhere by many other re- 
tailers takes nothing from their 
value so far as concerns you; they 
will be new to your customers. 
You can procure copies of such 
letters for a purely nominal price, 
just enough to cover a staff mem- 
ber’s time in selecting letters that 
appear suitable for your use, and 
having copies typed and mailed to 


you. 
Further to help the retailer main- 
as the 


tain the entente cordiale, 
French say, with his 
customers, the Society 








also has prepared many small mail- 
ing pieces lacking only the dealer’s 
imprint. One such, for example, is 
an 8-page, envelope sized, illustrated 
booklet entitled, “Sweep No More My 
Lady’’—a real help in selling the idea 
of electric cleaning and of your store 
as the place to buy the cleaner. 
This and other such booklets have 
been written by women for other 
women to read—chatty presenta- 
tions of helpful hints upon all 
phases of electrical housekeeping. 
All at low prices because the So- 
ciety operates for service to its 
members and not for profit. 


A Final Tip 


As stated at the outset, a big book 
would be required to tell all about 
the many ways the Society is con- 
stantly working to develop the pub- 
lic’s electrical consciousness and 
boost business all along the line. 
There are, in fact, many activities 
that have not even been hinted at 
here. To readers of ELECTRICAL 
Goops the Society is a mine of mer- 
chandising helps, and those who dig 
deepest will certainly 
benefit most. 
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Typical booklets issued by The Society for Electrical Development as a 
service to its members 

















Display counter devoted to electrical accessories. 





Taking a leaf from Woolworth, the electrical accessories are 


placed in individual boxes and made accessible to the customers for examination. Note the reels of different kinds 
of wire at the back of the counter, the row of sockets with various kinds of incandescent lamps always ready to 
be flashed on, and the stock of lamps below the counter 








What Electrical Accessories Mean to You 


How and What to Buy and Sell in the Way of Electrical Accesso- 
ries and Supplies, and How and Where to Display 


LECTRICAL accessories and 
H; wiring supplies are to the 

electrical line what bread and 
butter are to the grocery store. They 
are staples on which a merchant can 
count to keep people coming into his 
store, providing his store is con- 
veniently located and the service is 
good. 

People won’t go far out of their 
way to buy electrical accessories. 
They will buy them at the most con- 
venient store, whether it is a hard- 
ware, department or electrical. That 
assures every store carrying electri- 
cal accessories of the patronage of 
persons living or shopping in the 
vicinity. 

The public considers electrical 
wiring supplies and accessories as 
much a part of a hardware line as 
nails and locks. All are a part of the 
equipment which makes for conveni- 


Such Merchandise 


ence in the modern home. The public 
expects to find both in a hardware 
store, or in the electrical, hardware 
or house-furnishings department of 
a department store. 

There was a time when electricity 
was mysterious. The public was 
afraid of it. Electrical accessories 
were handled and sold almost en- 
tirely by technical men. Today the 
public looks upon electricity and its 
accessories only as important neces- 
sities to convenience. Handy-men- 
about-the-house, building superin- 
tendents and janitors now do their 
own minor electrical jobs as they put 
on their own locks. They expect 
hardware and department stores to 
handle the accessories. 


What Shall I Stock First? 


For a small stock as a starter, a 
store can order assortments of de- 


vices in cartons or on easels suitable 
for counter displays. Several manu- 
facturers furnish such silent sales- 
men with plugs, sockets and switch 
plates. Lamp and heater cord also 
may be secured with a display stand. 
It is assumed that the store in ques- 
tion already carries lamps, friction 
tape, batteries and fuses. 

Fuses, lamps and batteries by all 
means should be carried. These 
prove to be some of the non-electrical 
merchant's best ‘“‘come-back-again”’ 
articles. Everybody’s fuses burn 
out, as do lamps and batteries. The 
most conveniently located store will 
make these replacement sales. If 
yours is the nearest store, the fuse, 
battery and lamp purchaser will be- 
come a steady customer who is bound 
to buy other merchandise on his 
regular calls for these electrical 
items. 





























Just a word of caution about 
fuses. Ten- and 15-amp. fuses 
should be carried and sold freely. 
They are safe for general household 
use. It is also advisable to stock 20- 
and 30-amp. fuses, but they should 
be sold only to persons whom the 
dealer is sure know how to use them. 
Both plug and cartridge types 
should be carried. 


Five Ways to Display Electrical 
Accessories 

The articles shown in the accom- 
panying list of accessories are for 
general household use. One New 
York hardware man who specializes 
in building supplies carries a $10,000 
stock of electrical devices to meet 
the demands of apartment-house and 
store-building superintendents and 
janitors. This man has found that 
his large volume of business is due 
not to his hardware or electrical lines 
individually but to them both. Cus- 
tomers wanting, say, a switch and a 
lock, can buy both at the one store 
without making further calls. 

There are five common methods 
for displaying electrical supply de- 
vices in non-electrical stores. They 
are: 

1. On easels or in display cartons 
on counters, 

2. Fastened singly or in assort- 
ments on_panels. on the wall: behind 
counter, 

3. In bins or compartments on 
counters, 

4. On shelves in showcases, and 

5. In pigeon-holes or bins on the 
wall. 

For the store which wants to stock 
only a few asgortments, the first 
method of using manufacturers’ dis- 
play material is the most effective. 








Feed-through switches 
Fuse wire 

Fuse plugs and cartridges 
Moulded sockets 
Twin-light plugs 

Pony rosettes 

One-piece porcelain rosettes 
Friction and rubber tape 
Solder and solder paste 
Bell wire 

No. 14 rubber-covered wire 
Three-in. tubes 

Knobs 

Bell-ringing transformers 
Door bells 

Buzzers 

Attachment plugs 

Electric iron plugs 

Pendant switches 





HERE IS WHAT HOME-OWNERS WILL BUY 


One non-electrical dealer who sells large quantities of electrical 
supplies to home-owners suggests the following items for stock: 


- Flash lights 


Fluted catch bases 

Ceiling pull switches 

Ceiling pull rosettes 

Pendant and fixture socket caps, 

Key, keyless and chain pull-socket 
bodies 

Plates for different receptacles 

Push-tyne receptacles 

Screw-type receptacles 

Porcelain sub bases 

Single-pole snap switches 

Push-button switch plates 

Tumbler switch plates 

Single-pole tumbler switches 


Lamps 

Batteries 

Single-pole push-button switches, and 
Three-way push-button switches. 








The store or department manager, 
however, should take care that too 
many cards and cartons do not give 
the store a mussy appearance, to 
which women customers object. 
Some stores use these manufacturers’ 
silent salesmen supplementary to 
regular displays. 

The panels-on-the-wall arrange- 
ment undoubtedly is the neatest from 
the standpoint of store appearance. 
A Chicago store calls this a “samp- 
ling system.” This store fastens its 
electrical devices to felt-covered 
boards, 18 in. by 12 in., suspended by 
hooks on stock drawers on the wall. 
Each item is labeled with the name 
of the device, the price, and the name 
of the manufacturer. ’ 

Simply by glancing over the panels, 
a customer can pick out the device 
he wants without taking up the sales 
person’s time by going into a lengthy 
description. The boards are arranged 





sories go. 





HOW TO DISPLAY ELECTRICAL ACCESSORIES 


HERE are five common methods of displaying electrical 
accessories in the non-electrical store, as follows: 
1.—On easels or in display cartons on counters. 


2.—Fastened singly or in assortments on panels on 
the wall behind the counter. 


3.—In bins or compartments on counters. 
4.—On shelves in showcases. 
3.—In pigeon-holes or bins on the wall. 

Don’t forget: in the electrical store customers generally 
know what they want and ask for it, so far as electrical acces- 
In the non-electrical store the customer generally 
doesn’t know he wants an attachment plug or twin adapter or 
pull-chain plug socket unless he sees it displayed. 








on hooks, so that assortments may be 
taken down for close inspection by 
the customer. This cuts down the 
time taken for sales, and increases 
convenience to the customer, which 
reflects in good will. 


Counter Bins Stimulate Sales 


The bins-on-the-counter arrange- 
ment perhaps is the most effective in 
stimulating sales. Its one disadvan- 
tage is that it takes up counter space. 

When a Kansas City, Mo., store 
put in bins, the sale of sockets, fuse 
plugs, tape, lamp guards, bell-ring- 
ing transformers, door bells and elec- 
tric batteries more than doubled. 
Each bin was provided with a brass 
holder for a card on which was 
marked plainly a price a cent or two 
below that which was customary. 
This is a five- and ten-cent store 
trick which proves effective in any 
store. 

Of this type of display, a Philadel- 
phia dealer states: “This display 
makes a sale to every other person 
who comes into the store. Customers 
who come in for other merchandise 
invariably look over the electrical de- 
vices until they see some that they 
want.” 

To protect their electrical-device 
displays from dust, many stores keep 
their supplies in glass show cases. 
In such a case, there should be some 
arrangement for keeping the devices 
neatly in their right places, and some 
provision made to take out assort- 
ments for close inspection by custom- 
ers. Movable panel boards or bins in 
the case will solve this problem. 

The pigeon-holes-in-the-wall meth- 
od ordinarily is appropriate only for 
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The panel method of displaying electrical accessories is highly effective, 
since the goods are in plain sight and may be examined by the customer, 
while the necessary data is given on a card 





stores that appeal to builders and 
others who know exactly what they 
want before coming into the store. 
For stores appealing generally to 
home owners, this type of display is 
too “messy” in appearance. 





Where to Locate Electrical 
Accessories 
In locating the electrical acces- 
sories in the store, the manager 
should first consider that electrical 


devices are “convenience merchan- 
dise” for which customers will walk 
to the center or rear of the store. By 
keeping the electrical accessories in 
the rear of the store, the merchant 
can tempt customers to walk by the 
displays of other merchandise. This 
naturally increases sales. 


Display in Front Catches Women 
Customers 

In addition to its regular display 
of electrical accessories in the rear, 
one Brooklyn, N. Y., store keeps a 
display of plugs, through-switches, 
switch-plates, pull chains, baseboard 
receptacles, dimming devices and 
dining table accessories in the front 
of the store to catch women custom- 
ers. Wherever displayed, however, 
electrical accessories are bound to 
sell. 

The grouping of electrical sup- 
plies into one department makes an 
impression on the minds of cus- 
tomers, so that when they want a 
fuse, a lamp or a plug, they will 
think of going to that particular 
store, rather than to some store down 
the street where the same stock may 
be carried, but is not impressively 
displayed. It pays to give space to 
the electrical supply line. 








Various methods of displaying electrical accessories are in use in this electrical department. 
the accessories are placed on glass shelves in the show cases. 
placed behind glass doors at the rear of the counters. 


_Some things are placed on the show cases. 
of wire are carried on a special stand 





First of all, some of 


Secondly, other accessories are mounted on panels 


Various reels 
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Electrical Interior Displays Will 
Raise [hat Average Sales Check 
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F only one customer out of twenty-five stops 
| | before an electrical display and buys a five- 
| dollar device, the store has raised its average sales 
| check twenty cents. Multiply that twenty cents 

by the total number of customers that come into 
| the store each year, and note the tremendous in- 
crease in yearly business. If the store has one 

hundred customers a day, granting the above, it 
will increase its yearly business about six thousand 
| dollars. Furthermore, consider—electrical goods 
bring in new customers who will buy other lines. 
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HANDSOME bridge and floor lamps 

are not associated with kitchen or 
basement equipment such as refrigerators, 
washing and ironing machines and elec- 
tric ranges. A carpeted floor is helpful 
and a couch or seats for ladies while in- 
specting vacuum cleaners, etc., is good. 
The couch is rather out of harmony with 
the room, however. Having portable 
| lamps connected for burning even though 
in wall cases not only shows the lamp to 
advantage but illuminates neighboring 
goods. 


























Pictures. 











HERE the radio set is on the dis- 

play counter, the accessories should 
be in the case beneath. The incandescent 
lamp shelves are well placed when back 
of a wrapping counter. Often the nar- 
row store results in a placement of floor 
lamps that obstructs the customer’s ap- 
proach to wall cabinets, and when these 
latter are not illuminated from within, 
they become practically useless. 



























































A* open space for customers gives an air of prosperity and quality, and the illumination of show cases directs 


attention to the particular goods that are to be featured. 
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PORTABLE lamps placed on glass dis- 
play counters will never satisfactorily 
illuminate the goods within the case. 
Vacuum sweepers cannot be demonstrat- 
ed on rubber matting and handsome silk 
floor lamps are not well to associate with 
gas ranges. Often a false ceiling will aid 
the display of lighting fixtures, otherwise 
from a high ceiling the display seems to 
feature chain and not lighting. 
































Revers or compartments aid the 
segregation of table merchandise. 
Frequently the walls back of such com- 
partments can be utilized when supplied 
with neat shelving, preferably glass. The 
best quality perishable silk lamp shades, 
when space permits, ought to be kept in 
glass cases. Portable lamps displayed on 
the top of the glass case should have a 
mat or small rug beneath them, if they 
are connected for burning. 




















“ 


- it asi, pln BR Ee aso 
id 


7 wr - a Po) 
~ ae ges a . ¢ ; ? 
" Rad ‘ ; ) 
Y ie 
‘iy 
> 





: 


ACUUM cleaners are convenient for demonstration but it is doubtful whether they should obstruct the space 
near the cash register. Every manager on studying his merchandising display will find possibilities of im- 
provement. For instance, a fire extinguisher might well be in a less prominent position and in its place some 
handsome article of merchandise that is being featured would more suitably be set before the eyes of every per- 


son paying the bill. 
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THE TRADE MARK KNOWN IN EVERY HOME 





The Vacuum Cleaner and 
Washer that have stood 
the test of time 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN.,U.S.A. 





Universal Vacuum Cleaner 


No belts to break, no unsanitary brush to 
clean or get out of order. Patented self- 
cleaning thread-picking nozzle instantly 
removes threads, twine and other surface 
litter. 

Powerful suction draws even the most 
deeply embedded dirt into specially woven 
dust-tight bag. 








Made for a Lifetime 
_ of Troublefree 
| _.. |\ Setvice 
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Universal Electric Washer 


Embodies all the latest improvements 
—automobile type transmission con- 
struction with the famous 5-year oiling 
system, swinging wringer and fully 
enclosed cabinet. The washer de luxe 
—built to eliminate service expense 
that eats the dealer’s profits. 





UNIV Al 
ELECTRIC OAL. 
LANDERS FRARY 4 SLaRK 














Write for Our Proposition 


UNIVERSAL MOTOR APPLIANCE DIVISION 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 














THE TRADE MARK KNOWN IN EVERY HOME 





LANDERS, FRARY & CLARK. NEW BRITAIN, CONN..U.S.A. j 
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JNIVERSAL 
Glectrical Appliances 


The greatest merchandising unit of its kind—over eleven million 
pieces of UNIVERSAL merchandise went into American homes 
last year. 

Nearly every family in the United States has one or more UNI- 
| VERSAL Household Helps that has been doing satisfactory ser- 
vice for years. So UNIVERSAL magazine advertising, command- 

ing the interest of practically every home in the country, coupled 
with word of mouth advertising of satisfied users, makes the greatest 
selling force back of any line of Household Appliances in the world. 


An unconditional guarantee goes with every UNIVERSAL Electric Appliance. 


UNIVERSAL ELECTRIC APPLIANCE DIVISION 











LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 








} 
H 
. 


| 
| 
; 




























| Grmmagerg though it is to segregate different 
classes of lighting fixtures in rooms or com- 
partments, it is mevertheless difficult to avoid 
confusion when having large masses of units 
suspended close together. The impression on the 
purchaser is of a conglomerate mass of lamps, 
glassware and brass arms, and no one unit can be 
shown in its individual setting. 

































LASS shelving for fixture glassware places it 

advantageously before the purchaser, while 
glass bowls placed on angle shelving makes it 
possible to have a lamp beneath each piece of 
glassware. Any kind of railing, as in a museum, 
might say to the customer “Don’t Touch,” and 
is not good merchandising. The ceiling fixture, 
when controlled from wall switches, can be more 
easily demonstrated than when the clerk depends 
upon pull chain sockets or climbs on a chair to 
turn on the individual lamps. 
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HANDSOME goods deserve a hand- 
some setting and the lighting of the 
wall case gives the finishing touch of per- 
fection. The customer can get close to 
the goods. Glass shelving eliminates 
shadows on the lower shelves. A bit of 
purple color supplies pleasing high-lights. 





A TABLE display of all manner of de- 
vices gives the impression of a bad 
dream. Cooking kettles are not associat- 
ed with library table lamps. Too much 
material is being shown, none of. which 
can be operated and most of which is 
tangled in a maze of wire. 
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‘THE table lamp on the glass show case when lighted causes an annoying reflection of lamp bulbs in the 
customer’s eyes. The practice is not good and where possible such lamps should be placed on a solid table or 
certainly not on a highly polished surface. 
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| display of lamps is preferable 
when in cartons. When different 
sizes are placed in bins these are often 
largely empty and this results in 
much waste space. Lamps even in 
wrappers will become dirty and not 
attractive as retail merchandise when 
thus handled. 
































Ten Points of Electrical 
Goods Display 


1. Segregate classes of material 

















epison MAZDA LAMP 
¢ ature wil Goo you beteer fophe 








to facilitate locating the goods and 





to concentrate the purchaser’s at- 
tention in one spot. 


2. Let the customer get close to the article. Do 
not separate displays from customers by rails, 
counters or any such means. 


3. Have electrical goods connected so that they 
may be displayed as in actual service. Place lamp 
bulbs in the lighting fixtures. 


4. Devices like vacuum sweepers should have a 
carpeted space for actual demonstration, prefera- 
bly a compartment or some means available, also, 
of moving them aside where another customer will 
not trip over them or their connecting cords. 


5. Goods in showcases ought to be lighted re- 
gardless of the overhead lighting. This applies also 
equally well to wall cases. Glass shelving will be 
helpful in most instances. 


6. Do not demonstrate lighting devices such as 
portable lamps on highly polished surfaces, least of 
all on glass showcases. 


7. Display Mazda lamps in cartons and not loose 
in bins or in showcases. Have the lamp shelving 
directly behind a wrapping desk or counter. 


8. The counter display rack for lamps is a valua- 
ble aid. It enables the customer to burn and com- 
pare different sizes and colors of bulbs. 


9. Try to avoid heterogeneous hanging displays 
of ceiling luminaires. Provide wall cabinets or shal- 
low separating partitions when possible to group 
types of units; for example, those for lbrary, 
kitchen, dining room, sun porch, etc. 


10. Above all else, paint and light the display 
rooms so that they will attract the customer and 
make things visible in all detail. 





The first question the purchaser 








unconsciously asks is, “What is 
it?” His own eyes usually give him 
the answer. The second question, 
“What will it do?” is answered by 
the combined efforts of the explan- 
atory cards or photographs and the 
intelligence of the sales clerk. 


As drawn up by— 


Samuel G. Hibben 












































6 Nee great problem to the retail 

store manager is the segregation 
of merchandise. An overhead fixture 
loses its sales value when placed to 
illuminate cutlery, kettles, garden tools 
and waste baskets. 
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EER PEET. 
1) I] got your 
all 


- letter 


Treen Sells Titewad Jones 


turns back again. 


1 gess I must 


of bin kind of 





about the new job 
you got in a shoe 
imporium. Purty soft job Ile say. Heer I am half the time 
out in the back room setting up electrick washers and pol- 
ishing up new electrick masheens when they come in, and 
youre putting fancy kicks on a lot of silk stocking feets and 
vizziting with a lot of jazzy little flappers that may be sixteen 
yeers old—and may be sixty. Purty soon you'll be a pro- 
fesshonal feet fitter and a orthopidiot or sumthing like that 
and Ile be just a lectrickal sailsmun. But probbly Ile make 
the most munny. 

I tell you Peet when you get in this electrick bizness you 
got in sumthing thats going to go. Ide rather be a fresh- 
mun in a bizness that goes by electricity than a collij prezi- 
dent in one that goes on foot. So you better grajuate out of 
the infantery into the moter kore. 

Speeking of polishing, when | first cum heer the boss told 
me, he sed, “For a wile ennyhow your job is polishing. You 
polish the new stuf we unpack and you polish all the stuf 
thats in the store. We got a rule heer of keep em shiney. 
And when I! find enny finger marks on enny nickle thats bin 
there 24 ours then I kno you arent on the job.” 

So I keep em shiney Peet and | guess fokes like it. 
way I herd a woman say that everything in our store was 
alwys spick an span and you cood rub your finger on enny- 
thing and not get enny dust mark. I wisht theyd all beleev 
Then I woodnt hav so menny finger 


Enny- 


that without trying it. 

marks to polish off. 
But when I polish em off rite away its eezy enuf. Its theez 

old finger marks that stix. The way 


to keep em shiney is to never let finger marks stay on em 


1 gess the boss is rite. 
over nite. You kno that old song about the speermint keeps 
its favor on the bedpost over night, or mebby its one of mister 
Rigglys advertisements, but ennyway if its flavor or a finger 
mark that lasts over nite its hard to fix it in the morning. 
Weev got a new lady sailsmun in our lectrickal department 
now. Gee she made all our harts go pittypat when she cum. 
Sheez the birdie that put the k in cutie all rite. Skin Ide luv 
to touch and everything. The first day she was on the job 
Persy coodnt get his eyes off her and he tried to sell a man 
one of theez now feet warmers to toast bred with, and he giv 
an old woman 
$10.50 
when she paid for 


change 


sumthing with a $5 
bill. 

Persy is one of 
our neer-gentilmun 
sailsmuns with the 








acksent on the 
neer. Enny new 
skirt or nickers 





makes his brane 


“And I cawt her dress and pulled 
her waste line down about a foot 
before she stoppt” 


turn to jello and it 


never qwite all 


mixt myself Peet 
becaws I shut the 
dore too soon when | let a woman customer out and | cawt 
her dress and pulld her waste line down about a foot before 
The boss saw me too. Probbly Ile never do 
The boss can say sum things so most ennybody 


she stoppt. 
that agen. 
cood understand em with their eyes shut. He just invites 
you to stand by for a minnit and then what you lissen to 
aint ennything to rite home about. 

Well this new lady sailmuns name is Ireen the qween of 
the villij green and | thawt she lookt too fancy to be much 
good selling things, but thats my mistake. You wisper it 
Peet. Sheez a sooper sailsmun. Let me tell you. 

Old Titewad Jones cum in. His reggler name is Titus 
Waddington Jones but ennybody that ever tried to sell him 
ennything knoze heed awt to be called Titewad Jones and 
thats what lots of fokes do call him. Persy was standing 
there when T. W. walkt in and Persy just beet it and left 
lIreen to wait on Mister Jones. 

He wasnt enny stranger to Ireen. She says sheed sold him 
stuf before. Youd of thawt he was the Prints of wails to see 
her talking to him. 
lectrick washer and heed walkt out half a dozen times with- 
out saying heed buy one. But this was diffrent. Ireen sold him. 

Howd she do it? Well, this is part of what she told him. 
She sed ““This masheen will save you a dollar a week on the 
cost of your famly lawndry. 


Heed bin in six times to look at a 


I dont mean it does it for a 
dollar less than it wood cost to do it in a wash tub. Of course 
it saves a good many dollars if you hav the wash dun at home 
in this washer insted of sending it to the lawndry and paying 
them. But what 1 meen most speshully is that the ware and 
tare on the clothes washed is enuf less in this simple lectrick 
washing masheen to save a doller a week. With this you 
get the washing dun qwick without enny reel work and things 
cum out just as good as when they went in.” 

She told him more of the good argumints but she giv him 
sum applesawce too Peet. She mixt in sum bannanna oil. 
She made old T. W. think he had the best jujmint of enny- 
body since Demsy pickt out his battel ground in the big war. 

I woodnt embarriss her by telling all the complimentry 
things she sed to the old bird, but she certinly piled it on 
puty thick. The 
main thing was she 
got his check for 
$175 while Persy 
and me just stood 
back and wacht her 
work. 

You got to kno 
how to handl em 
Peet. Rite me about 








the shoe _ bizness. 
Your old collij “The ware and tear on the 
chumb, clothes washed is enuf less to 
Johnny save a dollar a week” 
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things taken on by the non-elec- 
trical stores should be the most 
known and affording the greatest op- 
portunities for fast turnover. When 
incandescent lamps were put on a 
merchandising basis by the lamp 
companies, the increase in dealers 
was tremendous. Lamps were taken 
on by grocers, corner stores of every 
description, novelty, sporting, hard- 
ware, furniture and other storekeep- 
ers. A hardware and cutlery store in 
Richmond, Va., was consigned a stock 
of lamp bulbs, on contract to sell 
$150 worth per year, and it wasn’t 
long before it was operating under a 
$5,000 contract. A druggist in Alle- 
gheny went in for electrical appli- 
ances, in a part of town populated by 
steel mill workers, and now does over 
$75,000 per year in large and small 
devices, from washing machines to 
radio parts. So it goes. 
Lamps have been the most adver- 
tised of electrical products. The 
answer ought to be plain. 


ik was only natural that the first 


How Small Lamps Were Convert- 
ed Into Universal Merchandise 


Small fixtures, portable, wall, desk 
and table lamp outfits were brought 
out in standardized patterns, packed 
in attractive cartons, and advertised 
broadcast; and the result is that 
thousands of dealers, who never in 
the world expected to handle such 
merchandise, have profited immeas- 
urably thereby. “Wallace,” “Buss 
Clamp-O-Set,” and “Greist” are three 
of many manufacturers of portable 
lamps who have sold the idea of the 
small, standard, low-priced household 
and business lamp by means of good 
advertising, striking packaging and 
the use of forceful dealer-helps. Here 
was electrical merchandise that gave 
the dealer an opportunity to push for 
holiday and seasonable business. No 
wonder it was the entering wedge of 
electrical products in so many non- 
electrical stores. 


Evolution of Elec- 
trical Selling 


By Ror B. 


The brief story of the Bussman 
Manufacturing Company will serve 
to indicate how these lamp manufac- 
turers merchandise their wares. This 
company makes the “Clamp-O-Set”’ 
Buss lamp, which retails for two 
dollars and is designed for myriad 
uses in home and office. Much of 
their success is due to the attractive 
carton in which the lamps are 
packed, plus the descriptive label— 
which shows the goods—and the 
unique counter material for display- 
ing the product. The company under- 
took an extensive national advertis- 
ing campaign, after carrying on an 
energetic trade development pro- 
gram. 

In order to secure the standard 
display material it is necessary for 
the dealer to order ten lamps or more. 
The lamps are packed so that each 
can be mailed by the dealer without 
additional packing. By sending the 
advertising material with the cartons 
it is not lost and arrives with the 
goods ready for immediate assembly. 


Dealer-Help Material That Arrives 
with the Goods 

It’s an economical and successful 
method that might be followed by 
more manufacturers in other lines. 
In too many cases the manufacturer 
sends his display material separate- 
ly, with the result that it may not 
arrive at the right time, or else it 
may arrive badly damaged. The 
Bussman company has worked out 
the details so that the dealer can pre- 
pare his display immediately upon 
the arrival of the lamps, and they 








washer.”’ 





PEAKING OF THE ELECTRICAL DEALER— 
“Either this merchant must resort to extraor- 
dinary methods to bring people into his store, or 
else he must plan to go out after the business, direct 
to the residences. This has no doubt accounted in 
large measure for the development of canvassing 
and house-to-house selling in the electrical family. 
This form of merchandising, if it can be classed as that, is usually under- 
taken on higher-priced specialties such as the electric cleaner and electric 
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have so packed both lamps and dis- 
play that neither can be easily in- 
jured. 

Somewhat similar plans are fol- 
lowed by the Greist Manufacturing 
Company and other companies where 
the nature of the product lends itself 
to this method. Lamps of this nature 
were among the first electrical mer- 
chandise taken on by non-electrical 
establishments. Generally the only 
advertising required was a counter, 
and possibly a window display, fea- 
turing the product, and the price. 

“But what sort of advertising is it 
that gets the attention, and wins you 
the orders?” I asked, recently, of a 
friend who operates a chain of drug 
stores. 


Window and Counter Sales-Mak- 
ers That Really Work 


“The best advertising we do is in 
those windows,” he replied. “Just 
the article itself, the carton, brightly 
colored, a neat label, a card with the 
price prominently displayed, perhaps 
a line or two of “reason-why,” and 
that’s all. Show the goods is our 
motto. We show the stuff on the 
counter, in plain sight, so the cus- 
tomer can pick up one and inspect 
it, and generally we don’t have to 
waste many words making a sale. 
Make it easy for them to see, to in- 
spect and to understand. This holds 
good of all electrical merchandise.” 

The Wirt company, manufacturers 
of “Dim-a-Light,” have worked out 
display material that appeals to the 
dealer. One of the ideas is a window 
sales-maker, which is furnished free 
with an order of a dozen “clamp” 
lamps. This consists of a colored re- 
production of a fair lady reading in 
bed, while overhead, clamped to the 
headboard the lamp sends its rays 
downward. Despite the fact that the 
lamp is out of scale with the bed, the 
observer is seldom conscious of the 
fact, and does not fail to grasp the 
idea of the “clamp” lamp. 

Henry Hyman & Co., makers of 
the “Best” line of electrical special- 
ties, distributes a “silent salesman” 
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How the Electrical Industry, Through 
Lessons of the Past, Is Solving the Problem 
of Merchandising Its Products by Han- 
dling Them Through New Retail Outlets 


free to his dealers. This has mounted 
upon it duplex plugs, cord-switches, 
heater - plugs with push - through 
switches, and individual heater plugs, 
so that the whole may be placed on 
the counter, and the goods easily in- 
spected. The Cutler-Hammer Co. 
supplies a unit box, or carton coun- 
ter display, in which is packed twenty 
“CH Radio Sockets” and which has 
met with approval of radio dealers. 
The Benjamin Electric Mfg. Co., who 
brought out the first “two-way” plug, 
have worked out a number of attrac- 
tive “dispenser displays” which ex- 
hibit the plugs in such manner that 
inspection is easy. They have fol- 
lowed the ideas of the toothbrush and 
paste and proprietary remedy manu- 
facturers, with very good results. 

Nor is this form of carton display 
limited to strictly electrical merchan- 
dise. Supplies, such as tape, motor- 
brushes, and myriad radio parts are 
now being shipped in cartons which 
may be set up on counter or wall, a 
part of the container elevated, and 
the result is a complete advertising 
display. 

Flashlights and batteries were 
early so advertised. The manufac- 
turers long ago provided cabinets 
and cases for counter and wali, in 
which the entire line was shown. 
Once on hand, if was rare that the 
dealer discarded such material. 


Bringing “Supply” Items Into the 
Merchandising Class 


One electrical device, formerly a 
“supply” item, has been brought into 
the merchandise class. That is the 
“toggle-switch.” One manufacturer 
provides the dealer with a small dis- 
play card, upon which is mounted a 
switch in such fashion that the cus- 
tomer can push the lever up or 
down and demonstrate the ease with 
which it operates. Of course there 
is a picture illustrating the applica- 
tion of the switch mounted just above 
it on the card. 

The Beaver Machine & Tool Com- 
pany have a line of switches, plugs, 
etc., which are put up in orange- 
colored cartons, each carton telling 


an entire story of the use of the ar- 
ticle, the price and so on. Each is a 
display in itself alone, or it can be 
used harmoniously with other prod- 
ucts in the line. The same color 
scheme, or “motif,” is carried along 
throughout. 

My friend the druggist shed some 
light on the merchandising of small 
electrical wares by saying, “You 
know as well as I do that it’s common 
knowledge people visiting a retail 
store like to hande the goods, or at 
least be able to inspect them closely. 
But not many manufacturers of 
small electrical wares have sensed 
this fact.- Nor have they prepared 
their material with the knowledge 
that we druggists have thousands of 
items in stock, and must make a 
larger number of small sales daily, 
to profit. They do not make it easy 
for us to receive their advertising 
material in good condition; they com- 
plicate matters by omitting instruc- 
tions for its use, or else make the 
whole affair too complicated and un- 
wieldy. They strive too much for 
weird and unusual effects and often 
prepare copy without thought of who 
will read it, or the conditions under 
which it must be read. They forget, 
sometimes, that most people make up 
their minds to buy through the 
senses, and they fail to make a prop- 
er appeal to the senses. They over- 
look the vital question of accessibil- 
ity of the goods, as well as their 
presentation. They seem to proceed 
on the assumption that there will be 
a clerk standing beside every one of 


their products or displays to describe 
and boost it.” 


The “Regular” Electrical Dealer 
Wakes Up 


And now, before we close, to revert 
for a moment to the “regular” elec- 
trical dealer. If you go into a mod- 
ern shop, you’ll see how he has bor- 
rowed a leaf from the non-electrical 
merchant’s book. You'll find the 
small appliances prominently dis- 
played where the customer can get 
at them, bearing tags which give 
something more than cost hiero- 
glyphics. You’ll find here that small 
appliances and lamps form the back- 
bone of the business. More than 
likely you'll find the retailer adding 
kindred lines, padding out his stock 
with allied merchandise so that he 
can bring more people into his store 
and offer more diversified wares to 
the customer. It must be remem- 
bered the average woman does not 
enter the regular electrical store 
very often—granted she knows where 
it is. Her various electrical needs 
are not sufficiently developed to make 
the average appliance stock self-sup- 
porting. Either this merchant must 
resort to extraodinary methods to 
bring people into his store, or else he 
must plan to go out after the business, 
direct to the residences. This has no 
doubt accounted in large measure 
for the development of canvassing 
and house-to-house selling in the elec- 
trical family. This form of merchan- 
dising, if it can be classed as that, 
is usually undertaken on _ higher- 
priced, specialties such as the electric 
cleaner and electric washer. 

Now that radio has come into the 
field, and the electrical retailer finds 
his various lines providing him with 
year-round merchandise, the tenden- 
cy is to take better store locations, 
advertise in his local papers and ex- 
pand, just as any other shopkeeper 
in other endeavors. 

(Continued on page 55) 








has not.”’ 





PEAKING OF THE NON-ELECTRICAL DEALER 

—‘**Whereas the hardware, department store and 
other store keeper generally knows the value of such 
displays, the electrical retailer has all too often con- 
cerned himself with worrying over his competitors, 
railing over discounts, service and so on, instead of 
borrowing from the other fellow’s book and com- 
peting on a straight merchandising basis. . . 
has learned the value of volume sales of small and low-priced merchandise, 
but with a fair margin of profit, whereas the straight electrical retailer 


. The non-electrical type 
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Wirmg and Lighting for the Home—The 


Living Room 


Third Article of a Series Discussing the Requirements of Modern 
Lighting in Order to Inject New Ideas and Driving Power in 
the Merchandising of Electric Fixtures and Lamps 


N the living-room we find a less 
definite setting than in such 
rooms as the kitchen and din- 

ing-room. Furthermore, the activ- 
ities in this room vary from those 
quiet occasions when a restive mood 
is desired to those when a joyous 
company is gathered. Obviously, 
the same lighting effect is not best 
for these two extremes. The mo- 
notonous and invariable lighting, 
such as results from most ceiling 
fixtures, is far from satisfactory 
for the. variety of setting and of 
occasion in the living room. Here 





By M. LuckiEsH 





O merchandise electric 

lamps and fixtures in the 
most effective manner it is 
necessary to understand 
modern illumination. That 
is why, month by month, Dr. 
M. Luckiesh, a_ foremost 
authority on illumination, 
presents the different phases 
of modern home lighting. 











is an ideal domain for portable 
lamps to supplement the general 


lighting provided by ceiling fixtures. 
We should also realize that our own 
moods change and that flexible light- 
ing will do much toward satisfying 
these various moods. With adequate 
wiring and a number of portables 
the householder is able to utilize the 
powers of light as an expressive 
medium. The decorative scheme is 
in itself fixed, but by varying the 
lighting the mood of the room may 
be greatly altered. Modern arti- 
ficial light is a mobile medium whose 
effects may be altered instantly by 
the pressure of a switch. The liv- 
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Living room of a modest “electrical” home. 





It is primarily the domain of portables. 


OO TINT SOT a nas an 
a a 


In this room are (1) the 


decorative candle sticks, (2) a table lamp, (3) a floor lamp, and (4) the center ceiling fixture 
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These 2 pages in vivid red and blue will appear 
in the Saturday Evening Post of April 18th. 


They mean big sales everywhere! 


These 2 vivid pages in jumbo size used asa poster 
in your window tie you in with the campaign. 


| They mean big sales in your store! 
For every Premier Duplex dealer— 

| Theymean MORE SALES—BIGGER 
BUSINESS—GREATER PROFITS! 






: Why 
PREMIER DUPLEX - 
SALES ARE BIG 


The cleaner’s leadership 
qualities 

Its famous double action — 
powerful suction and a motor- 
driven brush—make housewives 
want it. To them it means 
cleaner cleaning—lighter work— 
and more leisure. 
Its no oiling feature appeals to 
all women. A ball-bearing motor 
and brush mean one task less 
and smooth performance at all 
times. 
Its longer life is a strong selling 
point. Housewives know that 
its ball-bearing motor and brush 
make it last a lifetime. 
Constant sales building 
The wide advertising in national 
magazines—the Post and wo- 
men’s publications — are con- 
stantly re-creating demand. 
The window display material 
that is sent to dealers with each 
big ad ties them in and leads 
sales right in to their stores. 
ARE YOU 

a Premier Duplex Dealer? 
If you’re not, write in today and 
find out if your territory is still 
open. Every day you waste is 
profit lost. Get busy and cash 
in on the big spring season! 




























uple 


f ELECTRIC VACUUM CLEANER CO., INC. 
| Distributed in Canada by the Premier Vacuum Cleaner 
Company, Ltd., Toronto and Winnipeg and the Canadian 
General Electric Company, Ltd., General Offices, Toronto. 
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ing-room is an ideal place in which 
to take advantage of these proper- 
ties of artificial light. 


General Illumination—That’s the 
Purpose of the Ceiling Fixture 


On those occasions when general 
illumination is desired throughout 
the room, the ceiling fixture serves 
very well if the light-sources are 
properly shaded. The wattage re- 
quired for this purpose varies with 
the type of fixture, the decorative 
scheme, and the actual require- 
ments. It can best be determined 
by experiment. At least one watt 
per square foot of floor area is 
usually necessary. The fixture may 
be of any type which may be hung 
well out of the way. In very small 
living-rooms, a shower with several 
pendent shades sometimes serves 
very well both for general illumina- 
tion and for providing local lighting 
for reading, sewing, etc. 

An elaborate survey of residence 
lighting revealed the fact that a 
large percentage of ceiling fixtures 
in living-rooms are obsolete. Be- 
sides this, there are about one mil- 
lion homes connected each year to 
electric service. 

The great variety of portable 
lamps available makes it possible to 
select an appropriate one for every 
purpose. In selecting portables, one 
should sit down by the portable so 
as to note the spread of light, the 
shading of light-sources and other 
important factors. In a later arti- 
cle the design, use and commercial 
possibilities of portable lamps will 
be discussed in detail. Here it is 
sufficient to state that several kinds 
may be used in the living-room and 
in similar rooms. 


The “Why” and “Wherefore” of 
Portables 


A portable lamp on the library 
table should have a shade wide 
enough so that direct light reaches 
the reading matter held in the hand 
of the reader. A floor-lamp is ex- 
cellent for illuminating the piano 
keyboard and music. It is also 
quite satisfactory for reading or 
sewing in the “easy chair.” The 
davenport may be flanked by porta- 
bles. The problem of illuminating 
a picture or any decorative object 
is often best solved by means of 
portables. There are various pure- 


ly decorative possibilities, such as 


shaded “electric candles’ on the 
mantel-shelf or on any table. Porta- 
ble lamps are vitalized ornaments 
as well as being useful, and they 
add much toward furnishing a room 
and in introducing variety of effect. 

A general criticism of portable 
lamps is that the shades are of such 
shape as to emit an_ insufficient 
amount of light upward. This often 
leaves the room too dingy for eye- 
comfort. One solution is to employ 
open-top shades. Another is to pro- 
vide the so-called direct-indirect 
portable which contains a_light- 
source in a reflector, besides the 
usual light-sources. When the upper 
portion of the room is to be illu- 
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Wiring layout for a living room, which 
leaves little to be desired for cpmfort- 
able and artistic lighting 





may be used. At other times the 
portable operates just as any ordi- 
nary one. 

In the wired middle-class urban 
homes of this country there is an 
average of only one portable per 
living-room and only 1.6 portables 
per home. If we take into account 
all the wired homes of the country, 
there is scarcely an average of one 
portable per home. In order to ob- 
tain the comfort and charm of light- 
ing there should be several in each 
living-room. The wattage of the 
bulbs is readily determined by the 
purpose of the portable, but plenty 
of light should be used for reading 
and sewing in order to conserve 
vision. 


Wall-Brackets Are Vitalized 
Ornaments 


Wall-brackets in the living-room 
may serve chiefly as vitalized orna- 
ments, but, of course, like purely 
decorative portables, they will add 
some useful light. However, they 
should not be depended upon to sup- 
ply the primary lighting. Their 
position is such that they are usual- 
ly in the field of view of someone 
if more than one person is in the 
room. Decorative  wall-brackets, 
containing 10- or 15-watt lamps in 
dense shades, may be used at the 
mantel-piece and in other places. 
In the wired middle-class urban 
homes there is an average of only 
0.4 wall-bracket per living-room. 

In the better wired homes of this 
country there are only two electrical 
outlets per home; and in all the 
wired homes, there is an average 
of only one. Obviously, we cannot 
conveniently enjoy the utility and 
charm of portable lamps and ap- 
pliances without an adequate num- 
ber of convenience-outlets. In the 
accompanying diagram appears a 
typical wiring layout for the living- 
room. Six electrical outlets are in- 
dicated, including one in the floor 
behind the davenport, and one on 
the mantel-shelf. Four others are 
distributed as indicated, one near 
each corner of the room. Duplex 
outlets are suggested. 


And the All-Important Wiring 
Plan 


The ceiling fixture is connected 
to a switch near the entrance, and 
in small rooms this may provide 
light for persons who wish to read 
while sitting before the fire. How- 
ever, a portable lamp usually pro- 
vides a more satisfactory lighting 
effect. Wall-brackets are indicated 
on the chimney-piece, but are not 
shown elsewhere. As already stated, 
wall-brackets containing small lamps 
in dense shades may be considered 
to be vitalized ornaments, aside 
from supplying localized light for 
some special purposes. These may 
be located as desired. In large liv- 
ing-rooms two ceiling fixtures may 
be used. 

The living-room and similar rooms 
offer a great variety of interest- 
ing possibilities for the enterprising 
householder to utilize the charm of 
modern artificial light. 
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SELLS~ 
right over.the counterp/ 








OUSEWIVES recognize 
the Cleveland as a quality 
cleaner as soon as they see 

ee its powerful suction— 

At broom-action brush—G-E type 
j motor—and light, durable build. 

And then its $25 price completes 
the purchase—at once—right over 
the counter! 


The Cleveland was made directly 
for the market that buys it—at the 
request of hundreds of dealers ev- 
erywhere who were losing daily 
sales for want of a cleaner of its 
type. Only big, steady production 
in one of the largest vacuum cleaner 
factories—and a strictly econom- 
ical distribution plan, have made it 
possible, 


Write today for valuable franchise! 


Get after the big Cleveland 

market in your community. 

Stock up—sell ’em over the 
on counter—and get your share 
; of large, steady profits! 


























_ Cleveland Suction Cleaner Co. 
be Cleveland, Ohio 





The Cleveland is 
sold under a writ- 
ten guarantee. 


It will be serviced 
by 45 stations in 
principal cities. 

It has an efficient 
set of attach- 
ments that sell 
for $5. 
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SUCTION CLEANER 
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N the preceding articles of this 
series mention has been made 
of many of the most common 

technicalities which salesmen should 
be able to express in plain English 
when called upon to do so in selling 
appliances. There are some other 
points that may come up from time 
to time and which it also will be 
helpful to understand. They are not 
many and can all be included in this 
final article. In the event of a need 
for further information upon any 
of these subjects, a letter to the ed- 
itor of this journal will bring the 
desired information. 


Electrical or “Convenience” 


Outlet 


Shakespeare said that a rose by 
any other name would smell as 
sweet, and, by that, token, an elec- 
trical or “convenience” outlet by any 
other name gives just as much ser- 
vice. You have seen them, of course, 
and know what they are. Perhaps 
you have some in your own home, or 
surely you have one or more in your 
electrical department for use in dem- 
onstrating appliances. Usually they 
consist of a plate measuring about 
2 by 4 inches, having two slots into 
which the two blades of an appliance 
plug are inserted. Where these out- 
lets are to be used primarily as a 
source of electrical energy for port- 
able lamps, the usual practice is to 
set them into the baseboard, or at a 
more convenient distance above this 
point when they are to furnish the 
electricity used in operating elec- 
trical appliances such as the washer, 
ironer and dish washer. This is in 
order to do away with the stooping 
necessary when they are located in 
the baseboard, and which is not so 
important in the instance of porta- 
ble lamps, since the latter are not 
moved about so much. Besides 
which, the cord does not dangle so 
unsightly. Sometimes, too, these 


outlets are located beneath a remov- 
able circular plate in the floor, usu- 
ally beneath the dining-room table, 


Electrical “Pidgin” English 


Everyday Terms You Must 
Know in Selling Appliances 


By Uxrysses Proctor CoLiins 


or in the center of the living-room 
floor. 

You will hear these little conveni- 
ences referred to by many names, 
as, for instance, “base plugs,” “‘base 
receptacles,” and so on. 
most persistently favored name is 
Convenience Outlet. Anyway, you 
will do well to sell your customers on 
the advantage to them in having 
these outlets installed for their 
greater convenience in operating ap- 
pliances. 

Screwing the appliance plug into 
a lamp socket is a make-shift way of 
doing, at best. For one thing, the 
continued removing and replacing of 
the lamp tends to shorten its life. 
Lamps are designed with the thought 
that they are to be properly screwed 
into a socket and left to remain 
there until they have served their 
period of usefulness, which is liable 
to be curtailed by too much han- 
dling. The plaster of Paris that ce- 
ments the glass bulb to the threaded 
shell is weakened by overmuch han- 
dling. Also, like the pitcher that 
goes often to the well, the chances of 
the lamp being dropped and broken 
are increased proportionately. 


Encouraging the Free Use of 
Appliances 


The greatest advantage of elec- 
trical outlets, of course, is in the 
convenience they afford in making 
use of appliances. No climbing on 
to chairs or a ladder to remove 
lamps. No deranging of the lighting 
equipment or curtailing of the light- 
ing. No obstacles, in other words, to 
the full and free use of appliances. 

In addition to the foregoing, there 
is also this to be said in favor of 
electrical outlets: their use if on a 
separate circuit minimizes the pos- 
sibility of overloading and causing 
fuses to “blow.” There are several 
factors, in addition to the outlets 
themselves, that are included in this 
and which are well worth under- 
standing. This knowledge will come 


But the 





in very handy in doing a truly work- 
manlike job of selling. 


Separable Plugs and Cords 


If for some reason your customer 
is compelled to attach the appliance 
to a lamp socket even temporarily, 
be sure that she understands the 
purpose of the separable plug. Many 
do not. Usually this can be traced 
to the salesman’s neglect to explain 
this feature when selling the appli- 
ance. The writer, for example, heard 
recently of a lady who had been us- 
ing an electric iron for months with- 
out having discovered this advan- 
tage. 

The separable plug, in a sense, is 
really two plugs in one, and it can 
be used in connection with a lamp 
socket or an electrical outlet. And 
one of its big advantages is that it 
admits of attaching the cord to a 
lamp socket without twisting it. 
The operation, as you know, is 
simple. The threaded end of the 
plug is separated from the portion 
which is attached to the cord, expos- 
ing the two flat prongs. The 
threaded part then can be screwed 
into the lamp socket without twist- 
ing the cord. When that has been 
done, the pronged part can be 
attached again. 

Caution your’ customers, too, 
against twisting and tangling the 
cord. It is composed of many very 
fine wires, and twisting and knotting 
tends to break these delicate strands. 
When not in use the cord should be 
hung up and allowed to hang 
straight. 

Many women, too, have the habit, 
when removing the plug from an out- 
let, or removing the separable part 
from the threaded part, of yanking 
at the cord in order to do this. The 
fastenings of the cord in the interior 
of the plug were never intended to 
withstand such a strain, and they 
will not do so for long . The plug, if 
you will notice, has a fluted band 
running around it especially designed 
for convenience in gripping it. 
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Bringing the Electric Washer Business Back 
Into the Non-Electrical Field 


How Hardware Dealers Sell Electric Washers by Borrowing a 
Leaf from the Electrical Industry's Own Tried and 


HE electric washer business 
used to belong to the non-elec- 
trical store — the hardware 
store and, to some extent, the depart- 
ment store. Then came the motor- 
driven washer and house-to-house 
canvassing, which took most of this 
business out of the non-electrical 
field and placed it in the strictly elec- 
trical field. Now the electric washer 
business is coming back—back to the 
hardware dealer and the department 
store equipped to merchandise high- 
grade labor-saving devices. 


Home Demonstrations and an 
Electrical Department 


Heading this movement are some 
of our leading hardware dealers and 
department stores. And they employ 
the electrical man’s favorite trick— 
home demonstrations. They also have 
another method pretty much in com- 
mon. They display electric washers 
in a separate electrical department, 
which arrangement produces what 
approximates a complete electrical 
store within a much larger non-elec- 
trical store. 

In many localities the public has 
been taught to believe that it should 
buy such electrical merchandise as 
washers from electrical stores, be- 
cause electrical men are supposed to 
know electrical goods better than do 
hardware and department store men. 
A complete electrical department en- 
tirely overcomes this handicap for 
the non-electrical store, especially 
when it is under the guidance of a 
special department manager who 
knows his goods thoroughly and de- 
votes his entire time to that depart- 
ment. 

In the instance of one hardware 
store which we may use as an ex- 
ample, the electrical department has 
its own entrance from the street, and 
is connected with the main store by 
an arch. One show window is de- 
voted entirely to electrical merchan- 
dise. By using a factory-trained 


Proved Methods 


salesman in outside selling, this store 
has sold more than a thousand wash- 
ers of one make. Time payments 
are, of course, a regular part of the 
sales plan. 

Although a commission plan of 
paying salesmen sometimes tends 
toward an undesirable high-pressure 
type of salesmanship, this store firm- 
ly believes that some sort of commis- 
sion plan for both inside and outside 





HOW TO BUILD A 
WASHER BUSINESS 


HETHER or not the 

non-electrical dealer 
wants to go into intensive 
house-to-house canvassing, 
there are two things which, 
if not necessary, are at least 
desirable if he expects to get 
back the washer business 
which was his before the 
common use of electricity in 
the home. They are: 

1. Demonstrations in the 
homes of prospects, and 

2. The establishment of a 
complete electrical depart- 
ment. 

Upon these two _ princi- 
ples is built the success of 
the electric washer business 
of many hardware and de- 


partment stores. 





salesmen is essential to success in 
selling large electrical appliances. 

“More patience is needed in selling 
an electric washer than in selling the 
average hardware store article.” 
says Mr. Groves, the manager of the 
electrical department now under con- 
sideration, and incidentally a mem- 
ber of the firm. ‘“‘The only way to 
get a salesman to give his best is to 
give him additional compensation 
for sales made. It is a salesman’s 
personal enthusiasm that drags that 
$125 or $150 out of a _ prospect’s 
pocket.” 


Good Leads Through Satisfied 
Customers 


The salesmen of this store make 
good use of satisfied customers for 
leads to new ones. “A good washer, 
well demonstrated, is bound to make 
friends for the store, and bring in 
other customers,” Mr. Groves main- 
tains. “Nearly every week we sell a 
washer to some friend of a washer 
customer, who comes into the store 
ready to buy.” 

This method of working through 
satisfied customers is relied on al- 
most entirely by another store’s 
salesmen for getting prospects. The 
manager of the electrical department 
of this store finds that the store dis- 
play and satisfied customers develop 
a sufficient number of prospects to 
keep two salesmen busy. These two 
salesmen devote their entire time to 
selling, demonstrating, and servicing 
washers, vacuum cleaners and iron- 
ers. Most of this time is spent right 
in the homes of prospects and cus- 
tomers, either demonstrating or fol- 
lowing up purchases to see that they 
are giving complete satisfaction. 
This follow-up system gives them 
the opportunity to obtain names of 
new prospects. 


Displaying the. Washer in the 


Store 


Unlike that of the first hardware 
store mentioned, the electrical de- 
partment of this store is located in 
the center of the main store. With 
the aid of two outside salesmen, this 
department sold approximately $85,- 
000 worth of electrical goods last 
year. Electric washers are displayed 
with vacuum cleaners and ironers in 
a large, open booth, especially 
equipped for demonstration pur- 
poses. The floor is lightly raised, and 
an iron railing which surrounds it 
leaves the appliances in plain sight. 

Although this store carries several 
makes of washers to meet demand, it 
pushes only one. 
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From the Woman’s Point of View—III 


PEAKING for myself and 
S women in general, we do not 

as a rule appreciate the tech- 
nical, dry-as-Sahara sales talks usu- 
ally directed at us. This memorized 
recitation has the peculiar quality of 
arousing in us the vague suspicion 
that either the clerk is a fool or 
thinks that we are. As may be sur- 
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“The approach lacks all vitality” 


2 


Po Lead 





mised, neither condition is likely to 
stimulate that much talked of “de- 
sire” which sales experts treat as 
the particular germ necessary to 
produce the buying impulse. 


The Approach 

The “approach” of the average 
electric appliance sales clerk, al- 
though such does by no means hold 
monopoly, seems to lack all vitality. 
One feels instinctively that this per- 
son has used the same phrases, in the 
same monotone, to all who stop at his 
booth until they have lost all signifi- 
cance. He reiterates them over and 
over as would a parrot, and inspires 
his listeners about as much. Such 
a standardized presentation lacks all 
personality and reduces one to the 
plebeian level of the rest of human- 
ity, which few of us, men or women, 
care to experience. We all like to be 
treated as individual and distinct 
personalities, and the sales clerk who 
frames his opening speech accord- 
ingly is bound to reap the harvest 
of this very human vanity. 

For example, is there anything 
personal about—‘“Can I interest you 
in this washer?” when the customer 
has stopped for no other purpose 
than to examine the washer. Or 
again—“Anything I can show you?” 
when the customer is inspecting a 
definite article. Would anyone say 


these speeches were designed to sell 


Sales Talks and Demonstrations 


By EtrHet WaAN-RESSEL CHANTLER 


any but those already set and de- 
termined to buy? It is for this rea- 
son I make the statement that many 
appliances are sold in spite of, rather 
than because of, the sales talk. 

But fortunately there are some of 
those “perfectly comfortable sales- 
women,” the type I described in my 
last article, from whom we can learn. 
Although they too may have a stock 
phrase, it is, first of all, pertinent 
and is used adroitly. It is framed 
in the form of an answer to the 
usual unformed question in the cus- 
tomer’s mind, and is uttered in ex- 
actly the right tone and accompanied 
by a manner which commands the 
customer’s interest. 

Here is one I heard which appealed 
to me very very much and, from the 
amount of business this saleswoman 
did, convinced me it also appealed to 
others. She approached her prospect 
smiling genially as though she were 
her friend: ‘“Aren’t they wonder- 
ful?” she would exclaim. “Don’t you 
wonder how we ever got along with- 
cut them? 

This speech has two qualities. It 
is a question which demands an 
answer, and the saleswoman’s genu- 
ine enthusiasm disarms the prospect 
and draws her into a sort of con- 
fidential discussion about the’ appli- 
ance. It is with such a sales clerk 
that the customer will gladly dis- 
cuss her household problems and 
voice her doubts concerning the ap- 
pliance under discussion, which gives 
the clerk a golden opportunity to 
explain away all the obstacles. 

In aiding the customer with her 
problems the clerk should never 
assume the condescending air of a 
teacher, because this attitude has a 
tendency to reveal the customer’s 
shortcomings and is certain to create 
resentment. The clerk must, there- 
fore, frame her suggestions for the 
solving of the problems in such a 
way as to make it appear that the 
customer knew the answer right 
along. Thus you help her to “save 
her face” and she will thank you in 
a way which will be far more grati- 


fying than would be any personal 
gratification you might get from 
pride of ability. 


Sales Talks a Waste of Time 


Most sales talks are a waste of 
time because they are based on the 
assumption that every woman who 
stops to look at electrical appliances 
must first be sold on electrical ser- 
vice before a sale is likely to result, 
which in the majority of cases is not 
so. Women generally are sold, in 
fact very much sold, on the use of 
electricity for household work; for 
everywhere they see and read adver- 
tisements and articles in newspapers 
and magazines extolling the joys of 
the new labor savers. And even 
were this not so, most of them have 
at least one friend who has one or 
another of the appliances, which with 
many of us is the best excuse in the 
world why we, too, must possess 
them. 

When the retailer and his clerks 
have realized this, then, I believe, 
they will have taken a big step for- 
ward in the merchandising of elec- 
trical appliances. 

The only two factors that concern 
most of us are, financing the pur- 
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“They were more or less willing to 
be convinced” 


chase, and making the right selec- 
tion, which depends usually on a 
friend’s say-so, or the convincing 
manner of the sales clerk. 

First tell the customer how the 
appliance may be purchased, quote 
her terms, if terms are given on the 
major appliances, and minimize the 
cost of the small appliances using the 
simple word “only” or one meaning 
the same thing. 

Don’t say “fifteen dollars down and 

(Concluded on page 54) 




















The Great Step Forward 
The Dunham Whirldry Washer 


An exclusive application of the principle of centrifugal operation 
Clothes are washed in the spinner- with unperforated bottom and sides. 
basket in flowing water, not down in Self-emptying with discharge at 
the tub. Double washing action by tub height—even while fresh water 
a highly developed agitator plus con- is entering or while clothes are whirl- 
stant flowing water circulating ing dry. No raising, lowering or tilt- 
through the clothes. A greatly im- ing of basket at any time during 
proveddrying process, withsolidbasket washing, rinsing, bluing or drying. 


A thoroughly practical design based on proven principles only 

Built after thorough study of washer mechanism, least number of parts. Ample 
fundamentals by experienced engineers to strength with minimum weight. Improved 
give constant service under severe condi- balance minimizes vibration. More con- 
tions without expert attention. Simplified venient size, easier to operate. 


Exclusive Whirldry Features 

Stationary tub or sink. Refillable while 
emptying. Empties while last batch of 
clothes is whirling dry. Whirls clothes 
wringer-dry in one minute. 

Improved construction — Nickel-plated 
solid copper basket and nickel-plated agi- 
tator are light and durable. Straight 
vertical drive for all operations and only 
31 inches from floor to top of tub—less 
vibration. 

Less care—Basket simply lifts off for 
cleaning, goes back on without adjustment. 
Absence of gears, gear box or other mechan- 
ism inside tub facilitates thorough cleaning. 








Cleaner washing—Scum and dirt are 
flushed out of basket and float on water in 
tub. Only cleanest water is pumped from 
tub back onto clothes in the basket. Im- 
proved agitator creates turbulent washing 


action. 

Easier washing—Washes, rinses, blues, 
dries and empties without raising, lowering 
tilting or touching basket. No water level 
to watch. Table high—less lifting. Light 
and easy to move. Clothes can be soaked, 
if desired, in basket without filling tub. 

Quicker washing—Self-emptying in less 
than 1144 minutes. Will discharge into 


Plus the Best Other Washer Features: 


Attractiveness—all parts lacquered, nickeled or enamelled. 
White enamel table top. 
Copper tub, lacquered outside, heavily tinned inside. 
All mechanism enclosed. 
Silent running. 
All gears sealed in oil—require no attention for years. 
Easily adjusted motor belt. ° 
Switch concealed and protected under washer—absolutely waterproof. 
Special three-point bearing castor cups. 
No wringer to crack, crush or catch; no wringer creases—less ironing. 
Complete operation performed without putting hands in water. 
No set tubs needede—can be used in any room. 
Dries for ironing in bad weather. 
Washes, rinses, blues and dries dainty laces, heavy blankets, fluffy 
comforts—even rugs. 








You Like to Lie | ip? 
will be worth your while to 
learn more about the Dun- 


Wouldn't 


Here's an unusual oppor- 
tunity to tie up with a defi- 


nite ‘‘Policy and an im- 
proved ‘‘Product. Heres 
an organization of nation- 
ally known men and an un- 
usual trade proposition. It 








ham Whirldry Washer, the 
Dunham Policy; and the 
sales, advertising and mer- 
chandising helps behind 
both. 


GrorcE W. DUNHAM CORPORATION, Utica, New York 
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=" Electrical Profit Makers = 


A department devoted to new electrical and radio items which offer 
new merchandising opportunities for progressive retailers 
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ladies—an_ electric 


the 
hair dryer which works just 
like a brush 


For 


Electric Hair Dryer 


N electric hair dryer complete with 

a two-piece plug to attach to any 
lighting circuit, has been introduced 
by The Gold Seal Electric Company, 
Cleveland, Ohio. This device has a 
regular heating element which, it is 
claimed, will dry the hair in a_ few 
minutes. It is equipped with a hair- 
brush handle. 





Decorative Switch Plate 


PUSH-BUTTON switch plate fin- 
ished in various colors and designs 
has been introduced by the Cincinnati 


Galvanizing Company, | Cincinnati, 
Ohio. The switch plate is known as 
the “King.” The company offers 


several flowered designs to harmonize 
with various home decorations. 





Combination Clock and Lamp 


COMBINATION boudoir lamp and 

clock is a specialty offered by Louis 
Baldinger & Sons, Inc., Brooklyn, N. Y. 
The stand is of a decorated design 
adaptable for use in either boudoir or 
living room. 





For milady’s boudoir or living 
room—a combination clock and 
lamp wiih decorative stand 


Cylinder Type Washer 


A NEW cylinder type washing ma- 
chine has been brought out by the 
Clarinda Manufacturing Company, 
Clarinda, Iowa. It is a full cabinet 
type with the mechanism all inside the 
cabinet. The wringer can be lifted off 
at any time, giving a flat table top. 
The cylinder makes one revolution and 
reverse. The wringer carries twelve- 
inch rolls. 





Electric Heating Cup 


a= electric cup to heat any liquid in 
home, sick room and hospital has 
been introduced by the Pneumelectric 
Corporation, Syracuse, N. Y. 

The switch receptacle is mounted on 
the base plate and the terminal plug 
and the heating element are connected 





For the home, sick room or 


hospital—a cup electrically 


heated 


to the cup, so that when the cup is 
placed in position on the base and the 
terminal plugs are pushed into the 
receptacle, the heating element is con- 
nected automatically with the current, 
and when the cup is withdrawn the 
current is cut off automatically. 





Interchangeable Cord Set 


A= interchangeable cord set under 
the name of “Connectall,” which 
fits most makes of single heat irons, 
has been introduced by the Waage 
Electric Company, Chicago, Ill. The 
cord is black and gold asbestos covered. 
The sets are packed in individual boxes. 





New Electric Range 


N electric range which is intended 

to be fastened to a wall by means of 
a bracket has been introduced by the 
Armstrong Manufacturing Company, 
Huntington, W. Va. It is known as 
the Armstrong Automatic Electric 
Range. 

The finish of the new range is white 
enamel and polished nickel. The body 
of the range is 23 inches square and 
weighs less than 150 lb. There are 








For the housewife’s kitchen— 
an electric range which clings 
to the wall 


four heating elements on the top of 
the range. The current is turned on 
the oven by a clock control at any pre- 
determined time, maintaining it for 
any desired length of time, at any de- 
sired temperature, and turns it off at 
any predetermined time. 





New Seven-Inch Fan 


NEW _seven-inch non-oscillating 

electric fan made to operate on 
either direct or alternating current has 
been introduced by the Fitzgerald 
Manufacturing Company, Torrington, 
Conn. It has an all-nickel finish. 

Three other models offered by the 


company are the “Star-Rite” eight- 
inch, universal, non-oscillating; ten- 
inch, universal, non-oscillating; and 


ten-inch, universal, oscillating. 





Automatic Electric Iron 


N iron with an automatic heat con- 

trol has been introduced by the 
Westinghouse Electric & Manufactur- 
ing Company, Mansfield, Ohio. A 
thermo-disc turns the current on and 
keeps the iron at an even ironing tem- 
perature. When the iron gets above 
the correct heat, the thermo-dise auto- 





For ironing day—an electric 
iron which automatically regu- 
lates the heat 




















The 


} a joe merely a new model but a 
new idea, a new washing prin- 
ciple, conceived and built to eclipse 
all competition. It’s SALEABLE! 
And requires no servicing after the 
sale is made. 


The reception accorded the NEW 
GAINADA Yisconvincing evidence 
that this machine will positively 
dominate the market in 1925. 


Bigger Discounts, More Liberal Advertising 
Allowance, Definite Sales Assistance—and a 
washer of merit at the right price! It’s going 
over BIG! Write for descriptive catalog and 
sales plan. Get the Gainaday proposition 
today. 


GAINADAY ELECTRIC Co. 
3014 LIBERTY AVE., PITTSBURGH, PA. 


Manufacturers of Gainaday Cylinder Washers, 
Oscillator Washers and Ironers 


















It’s a Beauty! 
Finished in aluminum with 
nickel-plated operating levers, 


drain board and lids. 


$100,000 
Tub! 


The $100,000 all-one- 
piece tub is pressed 
from 33 oz. drawn cop- 
per, nickel-tinned in- 
side. As it rotates to left 
and to right, the three 
baffles create a violent 
water action unequall- 
ed in any other type. 
Capacity, 10 lbs. of dry 
clothes. Washes clothes 
clean in 3 to 5 minutes 
—and no wear if left in 
indefinitely. No mov- 
ing parts or loose edges 
inside tub. 


































5 Years Ahead 
Mechanically! 


Only 5 parts in main gear case. 
Timken roller bearings on 
worm shaft. New type friction 
drive. Washer dissembles into 
three units which one man can 
deliver and set up unassisted. 
Three legs, spot-welded to the 
chassis. Floor space, 27 inches. 
Right or left handed, die-cast 
aluminum, swinging wringer— 
balloon type rolls. Illustration 
to left shows pressed steel chas- 
sis without cabinet and wringer. 
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For the dining room—a 
table lamp for electric table 
appliances 


matically turns the current off, only 
to turn it on again when the tempera- 
ture drops below the proper limit. 





Triplex Table-Tap 


“TABLE-TAP” which permits a 

housewife to attach three table ap- 
pliances right on top or underneath a 
table is being manufactured by Harvey 
Hubbell, Inc., Bridgeport, Conn. It is 
constructed so that it may be fastened 
to the under side of a table, or on a 
wall. A _ silk-covered cord is attached 
to a detachable plug. 





New Electric Washer 


NEW electric washer with an 

aluminum and nicke! finish has 
been introduced by the Gainaday Elec- 
tric Company, Pittsburgh, Pa. It ro- 
tates from left to right with an easy 
and regular motion which creates a 
violent water action. 


The capacity of the tub is ten 
pounds. The chassis is mounted on 
three pressed steel legs. The outer 





For the housewife’s laundry— 
a new electric washer to save 
her work 


cabinet may be removed by loosening 
four screws. 

The washer dissembles into three 
units, which one man can deliver and 
set up. It weighs 180 lb. complete and 
requires only 27 inches of floor space. 





Steel Bench Type Washer 


A StEEL-BEN CH type washing ma- 
chine has been introduced by the 
Clarinda Manufacturing Company, 
Clarinda, Iowa. It has the same mech- 
anism as the stave leg machine which 
the company has been manufacturing 
for some time. It is mounted on a 
strong steel bench with a folding rinse 
tub rack attached. The iron parts are 
finished in a gray enamel. 





Double-Action Toaster 


| peed double-action toaster which 
toasts both sides of the bread at 
the same time has been introduced by 





table—a 
toaster which toasts both sides 
of the bread at once 


For the breakfast 


Manning-Bowman & Company, Meri- 
den, Conn. 

The toaster has an automatic release 
which pushes the toast out at a push 
of a button. It is equipped with a re- 
newable element which can be replaced 
in a few minutes with the use of a 
screw driver. 





New Violet Ray Outfit 


NEW violet ray outfit under the 

name of “Star-Rite Vitalator” has 
been introduced by the Fitzgerald 
Manufacturing Company, Torrington, 
Conn, 

The new vitalator, complete with 
three electrodes, cord and plug, comes 
in a large leatherette-covered box, 
whose interior is finished in dark green 
suitable for counter and window dis- 
play. A regulator at the end of the 
handle is easily operated to give any 
desired strength. The cord is equipped 
with a two-piece attachment plug. 





Industrial Type Flashlight 


FLASHLIGHT with the lens at the 
side instead of at the end of the 
case, for use by men who need the use 
of both hands, has been introduced by 
the National Carbon Company, New 
York City. It is termed the “Eveready 





For the night-laborer—a flash- 
light which hangs on a pocket 


Industrial” No. 2694 light, shown above. 

When the light is set on end, a beam 
of light is cast at right angles to the 
erect case. A strong steel clip on one 
side permits the light to be fastened 
to a belt or the edge of a coat. 





A Correction 


A UEeCeE ssn of the George W. 
wi Dunham Corporation’s new 
“Whirldry Washer” which appeared in 
this section last month stated, “The 
washer has a self-emptying unit which 
is said to drain the water to tub 
height, making it impossible to drain 
it at the same time that a fresh supply 
of water is being put in.” It should 
have read, “Self-emptying with dlis- 
charge at tub height, even while fresh 
water is entering or while clothes are 
whirling dry.” 





Multiple Plug 


NEW multiple plug which con- 
verts a single wall outlet into a 
duplex outlet has been introduced by 


Harvey Hubbell, Inc., Bridgeport, 
Conn. It is known as the “Hubbell 
Twin-Te-Tap.” 


Where old style Edison safe screw 





For any home—a multiple plug 
which converts a single wall 
outlet into a double one 
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Reliable Bes 


CHOICE OF 5,000 DEALERS 
PRIDE OF A MILLION WOMEN 








What's Back of the Thor? 


1 —19 years’ experience in building washing machines. 
It is not a new product of a new company. It is 
time-tested and RIGHT. 


2 —A company whose success has been built by reli- 
ability, the superior service of their products, and 
the satisfaction of users who have recommended 
Thors to others. 


* 3 —135 patents and claims. 


—Two million and a half spent in engineering and 
development work to make Thors better each year. 


You can be sure of customer satisfaction if you sell Thors. You can be sure, too, of 
ample, clean profit—because Thors are built to give a lifetime of trouble-free service. 
In our great factories we can and do build many types of washers, but the Thor-32 we 
know is the highest development of washing machine perfection. 


Write for sales proposition. 


HURLEY MACHINE COMPANY 
Chicago New York 


Shor; Electric Washer 
































For the radio fan—a new 
cushioned vacuum tube socket 


plug receptacles are installed, the new 
plugs can be used by first screwing a 
standard attachment plug base into the 
receptacle and then inserting a Hub- 
bell Twin-Te-Tap. 





New Type of Radio Socket 


FLEXIBLE, cushioned, non-micro- 

phonic vacuum tube socket has 
been perfected by the Colin B. Kennedy 
Company of St. Louis, Mo., for the 
use of amateur radio set builders. 

The entire socket, except contacts 
and mounting bracket, is constructed of 
natural brown bakelite. One-piece 
spring contacts molded in the socket 
make the tube easy to insert and give 
a positive wiping contact. 





Radio Set for Phonograph 


FIVE-TUBE radio receiver suita- 

ble for installation in either up- 
right or console models of phonographs 
has been introduced by the A-C Elec- 
trical Manufacturing Company, Day- 
ton, Ohio. The receiver is known as 
the A-C Dayton XL-5 Phono-Set. 

A speaker unit, with universal at- 
tachment to fit any make of phono- 
graph, permits ready change from rec- 
ords to radio programs and back to 
records again. 

















For the phonograph owner—a 
radio set which will fit any up- 
right phonograph cabinet 
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Collapsible Loop Antenna 


NEW loop called the Volumax 

makes its appearance in a height 
of seven feet nine inches. It may be 
collapsed in half a minute to a fold- 
away compactness of about twenty 
inches long, seven wide and three deep. 
A laboratory test against 
several regular shaped 
loops showed this new loop 
to have a perceptible in- 
crease in volume, selectiv- 
ity and distance pick-up. 
The Scott & Fetzer Co., 
Radio Division, Cleveland, 
Ohio, will give further in- 
formation and full con- 
structional data on request. 
The size makes it possible 
to place the loop on the 
floor without a table. It 
takes less floor space than 
the ordinary floor lamp. 
The loop can be readily 
swung around to make use 
of directional effect. 






SS 


For the radio- 
set owner—a 
new loop an- 
tenna which 
collapses 
when not in 


For anyone when it is dark—a 
flashlight which serves as a 
candle when lights go out 


Combination Candle and 


Flashlight 


NEW two-purpose utility flash- 

light, which is a combination of a 
candle light and a flashlight, has been 
introduced by the Yale Electric Cor- 
poration, Brooklyn, N. Y. 

By the removal of the cap and stand- 
ing the unit on end, a steady light is 
obtained for general lighting of a 
room or area. Screwing the cap back 
on converts it again into a regular 
flashlight. 





“B” Battery Substitute 


HE “B-Liminator,” which operates 

on a house lighting current and is 
intended to replace “B” batteries for 
radio operation, has been placed on 
the market in knock-down kit form by 
the Timmons Radio Products Corpora- 
tion, Philadelphia, Pa. 























For the hot days of summer— 
an twce cream freezer which 
runs by electricity 


Household Electric Freezer 


HOUSEHOLD electric freezer de- 

signed for family use, tea rooms 
and small clubs, is being manufactured 
by the Alaska Freezer Company, Inc., 
Winchendon, Mass. 

The motor runs direct from a regu- 
lar lamp socket, and is of the 110-volt, 
universal type, adapted to both alter- 
nating and direct current. The freezer 
is made in the two, three and four 
quart sizes and weighs, crated, 34, 37, 
and 39 lbs. respectively. 





An Adjustable Table Talker 


NEW table talker which is adjust- 

able for fuller volume and keener 
sensitivity by means of a small lever 
on the base is offered by C. Brandes, 
Inc., New York City. 

It has a goose-neck horn, and the 
entire loud speaker is only 18 inches 
high. It is finished in a pleasing shade 
of brown, and has a felt-padded base. 
It requires no additional battery for 
operation. 








For “listener-in”—a new loud 
speaker with adjustment to 
regulate the volume 
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Digger, Better Cleaner 


\ JEWEL, 


ELECTRIC VACUUM CLEANER 


Was $55—Retails 
Now *39° 


Complete with Attachments—$44.75 




















Here is an opportunity for 
you to offer this high grade 
cleaner at a price at 
which you can do a 
real cleaner busi- 
ness. 


FEATURES 


of this 
Bigger Better Cleaner 


Oversize 1/5 H.P. motor 
with plenty of reserve power 


for the hardest work. ; Oude foam your 

Non-cramping Pistol Grip : : 

handle with convenient push Jo b ber or 
write us. 


button switch. 


Full 14-inch Streamlined 2.Year 
Aluminum nozzle. G ‘ 
Long nozzle points get into uarantee 
corners and out-of-the-way by one of 
ae :' ‘ the pioneers 
pecial rear roller adjust- : 
ment to raise or lower nozzle wi th 15 
for different rug nap thick- years expe- 
nesses, ‘ 

rience, 





Finest aluminum castings. 


Double, detachable, __ self- 
cleaning brush. 


Tested and approved by 
famous Institutes. 


Guaranteed for 2 Years 











CLEMENTS MFG. CQ, _ Lim Distance 


Telephone 
608 Fulton Street, Chicago, IIl. Monroe 6606 
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Merchandising Helps |: 


A department devoted to bringing the dealer-help service of : 4 
manufacturers and jobbers before the enterpising retailer 




















New Lamp Carton Speeds Up 
Testing 


NEW carton which makes it un- 

X necessary to take out an incandes- 
cent lamp for testing has been intro- 
duced by the Westinghouse Lamp Com- 
pany for use with 100- and 150-watt 
lamps. 

In the new type of carton, the base 
of the lamp is inserted in the carton 
in such a way as to make it but an 
instant’s work to test the lamp, while 
the bulb is exposed at the other end 
of the carton, so both the dealer and 
the customer can see at a glance that 
the lamp tests all right. 

To add to the convenience of han- 
dling, a new outer container was de- 
signed to eliminate the use of excelsior 
and to cut down the size of the pack- 
age. The new container, which is 
22 per cent smaller than the old one, 
is, to all appearances, similar in type 
to the latter. In the new container, 
an air space takes the place of ex- 
celsior. 





Sell Electrical Gifts for the 
June Bride 


je E Society for Electrical Develop- 
ment has prepared a complete as- 
sortment of advertising and publicity 
material to focus public attention upon 
electrical gifts for the bride. This in- 
cludes striking window display effects, 
newspaper advertising copy and litera- 
ture for mailing. 

There are eight different items in 
the assortment of material which the. 











To sell more electrical goods 

next month, The Society for 

Electrical Development offers 

this cut-out for retailers’ win- 
dows 








To speed up the testing of 


lamps while making sales, 

Westinghouse introduces a 

new lamp carton which leaves 
both ends of lamps exposed 








society is offering in combination pack- 
ages ranging from about $5 to $50 a 
package. 

This year the society is offering a 
window display panel, 21% in. x 31 in., 
the original for which was executed by 
a leading commercial artist. The re- 
production will be in 10 colors, with 
heavy board backing and easel, for use 
in window and interior displays. 

Other selling helps include a full 
size, life-like, die cut, five-color repro- 
duction of a bride on heavy board with 
easel back; an eight-page, three-color 
envelope-size gift suggestion, folder; 
bride cutouts, 8 in. high; 2-color, 7 in. x 
12 in. window cards with selling mes- 
sage; advertising material consisting 
of advertising suggestions, proofs and 
mats, lantern slides and a sales manual 
containing suggestions on conducting a 
campaign including window display 
ideas and selling pointers. 

All of the material will be ready for 
delivery the first Week in May. For 
informative circular giving complete 
prices and information about the ma- 
terial, write to The Society for Elec- 
trical Development, 522 Fifth Avenue, 
New York, N. Y. 





Spring Window Display Contest 


A SEBING window display contest 
open to its dealers in the United 
States and Canada has been announced 
by the Hoover Suction Sweeper Com- 
pany, North Canton, Ohio. 

The time limit is May 15 and the 
forty-eight windows judged best 
dressed will be awarded cash prizes 
ranging from $100 to $5. There is no 
restriction as to the number of win- 
dows entered by any one dealer, pro- 
vided they are current displays. 


Displays for Accessories 


INDOW and counter cards, price 
tags, circulars, and display boxes 
for use with “Hemco” products are 
offered to merchants selling conveni- 
ence outlets, plugs, etc. manufactured 
by the George Richards & Company, 

Chicago. 

_ The new display boxes are of an up- 
right type suitable for the individual 
display of the various products on 
counters. 


Radio Window Display 


A WINDOW display set-up arranged 
in three panels and lithographed 
in ten colors on muslin, measuring 42 
in. by 36 in., is being offered to mer- 
chants carrying Neutrodyne radio re- 
ceivers manufactured by F. A. D. An- 
drea, Inc., New York City. Each panel 
has a special appeal—first, to the man 
of the home; second, the woman; and 
third, young people. 


Making Extra Taps Sell Them- 


selves 








7 connection with the retailing of 
the Beaver Xtra-Taps—devices for 
doubling the capacity of the single 
electric outlet—the Beaver Machine & 
Tool Co., Inc., 25 North Third Street, 
Newark, N. J., has prepared an attrac- 
tive easel for the display of such goods. 
The easel is printed in attractive col- 
ors, and the-sales message is carried 
to the customer by the effective silent 
salesmanship method. 








To liven up “June Bride” win- 

dow displays, The Society for 

Electrical Development offers 

this “Give Her an Electrical 
Gift” poster 

















Exterior 
Electric Shop, 
Covington, Ky. 












The Electric Shops, Merchandising Department, 
Union Gas & Electric Company, Cincinnati, es- 


tablish new record for that district by averaging 37 
Eureka sales per day, November Ist to December 


24th—retail sales volume 


In selling 1,653 Grand Prize 
Eurekas in the Cincinnati Dis- 
trict in 45 days, the Electric Shops 
clearly established their position 
in that market as the leading 
merchandisers of electric cleaners. 
And it is quite significant that 
they feature the Eureka to the 
exclusion of all competitive 
‘‘makes.’’ 

That such a large per cent of 
buyers, not only in Cincinnati 
but elsewhere, should single out 
the Grand Prize Eureka, is marked 
evidence that there is a well- 
founded belief and knowledge 
that: 


in excess of $80,000.00. 


First:—Only by the high vacuum prin- 
ciple as built into the Eureka, can 
really thorough cleaning be accom- 
plished. 

Second:—Of all the “high vacuum,’’ 
straight air electric cleaners, the Grand 
Prize Eureka is unquestionably the 
best. 

Third:—Complicated combinations of 
rubber belts and revolving brushes are 
to be avoided. 

It is therefore not difficult to 

understand why over 25 per cent 

of all the electric cleaners sold 
in 1924 were Grand Prize Eurekas. 

Write or wire the factory for an 

interview with the Eureka Sales 

Manager in your territory. 


Eureka VacuuM CLEANER COMPANY, Detroit, U. S. A. 


Makers of Electric Vacuum Cleaners Since 1909 
Canadian Factory, Kitchener, Ont. 
Foreign Branches: 8 Fisher St., Holborn, London, W. C. 1. Eng.; 58-60 Margaret St., Sydney, Australia 
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E. Ww. Hake, Come 
merc ial Manager, 
Union Gas & Electric 
Co., Cincinnati, the 
“man behind’ the 
tremendous volume 
of Eureka sales. 





Exterior of 
ElectricS 
Newport, Ky. 





The 
hop ? 


Othe 
Grand “Prize 









Wettengel, 
General Man- 
ager, The Elec- 
tric Shops, 
Cincinnati. 
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Exterior of The Electric 
Shcp at 25 West Fourth 
St., Cincinnati. 




















Exterior of The Electric 
Shop at 9th and 
Sts. Cincinnati. 

























































Dayton Fans 


embody the 
th ce essentials 









®-~ Durability 


~Larode Volume of 
@ §° Air Delivery 


@)~ Attractive Appearance 


We offer you a splendid opportunity to increase your 
profits by supplying your customers with Dayton Fans. 


There are two wonder new models. A ten inch 
oscillating fan retailing at $15 and an eight inch non- 
oscillating model for $7.50. The new ceiling fan is 
another big seller. There are large and small oscillat- 
ing models, non-oscillating models, ceiling fans and 
ventilating fans. 

“Trade Winds” is full of information that will help 
you. Send for it. 


THE DAYTON FAN & MOTOR CO. 
DAYTON, OHIO 


For 36 years manufacturers of high-grade electrical apparatus 
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DAYTON FAN & MOTOR CO., Dayton, Ohio. 
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From the Woman’s Point of View—III 
(Concluded from page 44) 


the rest to be paid within twelve months, plus 6 per cent!” 
Tell her what the monthly or weekly payments will be and 
how long she will be given to pay for the appliance. 


Do Your Selling by Demonstration 


Just as soon as you legitimately can, start the appliance 
going and let it speak for itself. Mention, but do not dwell 
upon the money saving the appliance will effect, for it is 
true that while for most of us this is a very important con- 
sideration we rarely care to let others know such is the 
case. In most instances a far more effective argument will 
be found in the time-saving advantages. You may safely 
indicate and assume that this is the most important factor 
in the up-to-date woman’s life, whose many outside inter- 
ests now make big demands upon her time. When this does 
not seem appropriate, resort to the step-and-energy-saving 
argument. But no matter what arguments are used, de- 
pend as much as possible upon demonstration to illustrate 
your story. 

When I say demonstrate, I do not mean just pointing out 
the features of the machine, but showing a customer how 
the appliance will work under actual conditions in the 
home. In other words, put it through real “stunts” and 
do this with ease and facility or don’t do it at all. A poor 
demonstration is worse than none at all. Faults which are 
entirely due to the demonstrator’s lack of skill will reflect 
upon the appliance. And, above all, be careful what you 
say! 


A Demonstration That Did Not Demonstrate 


Not long ago I attended a demonstration of a washing 
machine in a department store. There must have been a 
crowd of thirty women all interested and more or less will- 
ing to be convinced. But when the demonstration was con- 
cluded most of them walked away convinced the demon- 
strator not only did not know anything of the problems of 
washing, but did not know the limits of his own product. 

The demonstrator was a man. His chief object seemed 
to be to create sales resistance rather than reception. Al- 
most his first remark was—“It will not be necessary to 
soak your clothes at all before starting washing. You just 
throw them into the washer and start it going.” And this 
illuminating statement was followed by similar action. Un- 
fortunately, however, his demonstration wash was only 
slightly soiled, so slightly in fact, that the average woman 
would not have soaked it even were she to do it by hand. 

It is a,foolish practice many sales clerks have to try to 
revolutionize housework as we know it and as we have 
been doing it for centuries. It’s a safe bet that when we 
find soaking clothes unnecessary we will stop and not until 
then. Up to now, however, soaking clothes before washing 
has become such a part of washing, and has proved so 
necessary in the past, that it is very difficult to convince us 
that it will not be necessary in the future. 

I have experimented with a number of washers in my own 
home and it has been my experience that soaking clothes, 
or at least children’s and other clothes, which get hard 
wear, was absolutely necessary if I did not care tv run 
every washerful beyond the time given for the performance. 

But to return to the demonstration: the man made such 
statements as “You will not only save on laundry bills, but 
clothes will last longer, and you’ll save money on blueing 
and starching.” How and why this would be so he omitted 
to state. And as to the saving of time—why he said in 
effect that we were all dubs at this washing business. What 
used to take us a whole day this new wonder-worker re- 
quired but one hour to do. And so he lumbered on an- 
tagonizing his audience of practical housewives with every 
word he uttered. 

The unfortunate part was that while most of the audience 
left in disgust, there were a few literal minded idiots who 
took him at his word and believed the washer would actually 
work these wonders. Their disappointment after they ac- 
quired it, if indeed they did, was by no means a favorable 
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advertisement for that particular make of washer or any 
other make, for that matter. 

I don’t believe there is anything worse for any product 
than a disappointed woman—for she will talk, and usually 
to some end. Therefore I cannot too strongly emphasize 
the dangers of exaggeration about any electrical appliance. 
As for the electric washer, it has so much of real merit 
that it isn’t ever necessary to exaggerate. 

If sales clerks of electrical appliances will remember this 
together with the fact that most of us are sold on elec- 
trical service and that we are all looking forward to enjoy- 
ing it some future time, they will have saved themselves 
much work and disappointment. 





Evolution of Electrical Selling 
(Concluded from page 37) 


Perhaps one of his greatest difficulties is to appreciate 
the mute appeal of stocks, well arranged and displayed. 
Whereas the hardware, department and other storekeeper 
generally knows the value of such displays, the electrical 
retailer has all too often concerned himself with worrying 
over his competitors, railing over discounts, service, and so 
on, instead of borrowing from the other fellow’s books and 
competing on a straight merchandising basis. Possibly the 
fundamental difference between the two types of retailers 
is that the non-electrical type has learned the value of vol- 
ume sales of small and low-priced merchandise, but with 
fair margin of profit, whereas the straight electrical re- 
tailer has not. He likes the thought of selling a $150 wash- 
ing machine, at 30 per cent or more, but he forgets that 
many women who come in to buy a 50-watt lamp or a chain- 
pull socket might be perfectly able to afford a washer, and 
willing to buy one with proper solicitation. In a word, he 
is not up to the tricks of bringing them into the store, and 
once they are there, of selling them “the works” before 
they leave. However, he is learning, and each year sees an 
improvement in methods and results. In this he is aided 
by the manufacturer, who is also continually striving for 
better effects in packaging, labeling, advertising and cam- 
paigning. He is aided by the keen competition between 
manufacturers—in the electrical industry as in many others 
there appears to be more than enough manufacturers to go 
round, and it is a case of the survival of the fittest. He is 
aided also, as are the non-electrical merchants, by the great 
increase in national advertising of both small and large 
wares. People are thinking electrically, more than ever 
before, and while the retail competition is very keen, this, 
in turn, is helping to give the industry the important place 
it should have in the merchandising world. 





Need for Better Lighting in Homes Reveals 
Potential Market 


More and better portable lamps and lighting. fixtures are 
needed in American homes, it is indicated by a recent report 
of the Eye Sight Conservation Council which recently stated 
that “poor lighting rather than good lighting is the rule in 
most of the homes in our country.” ; 

The council explains, “One reason for this is that in many 
homes the lighting equipment has not been changed to keep 
pace with the rapid development in the art of lighting. 

“Glare is one of the most insidious causes of eyestrain 
and is the most prevalent and objectionable concomitant of 
improper lighting. Science has revealed three chief sources 
of glare—excessive brightness, excessive volume of light 
and excessive contrast. Excessive brightness now is believed 
to be the worst offender. 

“A great many old residences are rented and the occu- 
pants are reluctant to make improvements at their own 
expense. Such conditions, however, can be modified usually 


with a comparatively small expenditure.” 

Residents of their own homes usually will welcome sug- 
gestions on how they can get better lighting effects. 
Renters can be sold portable lamps, which they can take 


away when they move. 
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A powerful, miniature, perfected 12-1n. 
electric vacuum cleaner, replacing ordinary 
brush or whisk broom. 3000 used by N. Y. 
clothing manufacturers. John Wanamaker, 
Marshall-Field & Company, sell and use 
them in their own alteration departments. 
Salable in every home for cleaning furni- 
ture, clothes, stairs, carpets, car upholstery, 
beds, billiard tables, etc. 


WHAT IT DOES 


“Tt fits one hand like a brush.” Gets into 
the corners and cleans thoroughly—full suc- 
tion force right at the nozzle. Takes out 
lint, grit and clothes dirt. Hold coat with 
one hand, “brush-vac” out with the other. 
Cleans shelves, desks, chair seats, cup- 
boards ; cleans mattresses without pounding. 


WHO BUYS IT? 


Sold to every housewife, car operator, 
clothing store, dry cleaner, billiard hall 
(one order recently 300) and dozens of 
lines of business. 


IS IT PROFITABLE AND 
PROVEN? 


Three years on market, the 3000 in clothing 
industry, do not average 4 to 6 repair jobs 
monthly. Patented, guaranteed. Order 
one—use it—then sell it. Write for circular. 


The O. K. Machine Co. 


Inc. 
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FORT WAYNE, INDIANA 






THE 
VACUUM 


BRUSH 
COMPLETE! 





Retails at 


$48.50 


$19.25 West of Rockies 
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NLOC-LI 
SELLS ON SIGHT 


Everybody wants one of these elegant, graceful electric lamps. 
Clock movement manufactured by one of the oldest, prominent 
clock makers. This beautiful pottery lamp has an 8 inch 
georgette shade and stands 13 inches high. Improves appear- 
ance of any living room, library, boudoir or sun parlor. Shade 
is trimmed with braided black and gold lace. Will not fade or 
tarnish. Furnished complete with standard length lamp cord 














Retail 








and two-piece connecting plug. 


Pays Big Profits 


You make $2.27 every sale. 
novelty on the market. 
Three beautiful color combinations to select from. Order one or six on 


thirty days approval. 
the charges are canceled. 
NATIONAL WAY. 


Bulletin No. 36, fully illustrating our complete line of White 
Cross Electrical Appliances, is now ready for free distribution 


National Stamping and Electric Works 
3212 W. Lake Street, Chicago, Illinois 


This beautiful lamp is the fastest moving 
Your customers will buy the minute they see them. 


If you do not sell them in that time, return to us and 


START NOW TO MAKE MONEY THE 
Order your assortment today. 
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The Big “Little Things” of Electric Washer 
Merchandising 
(Continued from page 13) 


merchant, by following the washer into the home or laun- 
dry, makes it a point to see that his customer is going to 
secure the greatest efficiency from her washer. And she 
is more than likely to go wrong in using it without the 
right installation—as a horrible example, if she has to fill 
and empty it, a bucketful at a time. 

It might well be remembered that in the main, washing 
is back-yard work, and every family knows what “back- 
yard gossip” means to a neighborhood. One disgruntled 
customer can do more harm in spreading the bad tidings 
about a washer than a dozen can offset by calling person- 
ally upon the women and swearing how wonderful and 
good the washer is. Usually the trouble found in a washer 
is a minor matter, but it is always a major grievance to 
the woman. Every married man knows the bigness of the 
little things in making smooth or rough the path of mari- 
tal bliss. Some of this knowledge might be used in han- 
dling washer complaints and making adjustments. 

Just as sure as the woman will use the metaphorical 
hammer on any electrical appliance that seems to her all 
wrong—providing the retailer takes no steps to satisfy her, 
so surely will she pass the glad tidings on, via the back- 
fence route, or the great underground of “they-say,” when 
she’s happy with her purchase. Hence the need of selling 
the washer correctly, and servicing it, and serving the 
buyer, after she’s bought it. Follow the washer into the 


home. 


Women or Men Salespeople 
Arguing whether men or women make the best sales- 
people for. washers and similar household equipment, is 
like arguing which came first, the hen or the egg. It isn’t 
difficult to locate merchants who have been successful with 
each gender. 


Perhaps it depends upon just how the retailer intends to 
merchandise. If he has a nice place, good location, with a 
fair flow of people entering his store, and he can devote a 
good location to the washer demonstration, capable women 
will best serve him. It cannot be denied that women ought 
to know best how to present the washer story to women. 
But it depends upon the sort of woman demonstrator, or 
sales person, and the story she will tell. One merchant 
gave up the idea of women demonstrators because it proved 
a failure, when investigation showed that he had failed in 
his choice of women for the job. With an eye to beauty, 
no doubt; he had picked young, good-looking women, most 
of them unmarried and unfamiliar with housework, and 
particularly with the home use of washers. Of course, the 
housewife prospects looked askance at these girls and 
doubted their story. On the other hand, many department 
stores, particularly, have found mature, capable women, 
who know what it is to wash clothes in every manner, to 
be very useful in making sales. 


As One Woman to Another 


When it comes to sending women out to canvass, some 
stores have had fairly good results, while others have en- 
countered failure. Here again it seems to depend upon the 
woman, her story, and how she is directed. A Western 
retailer uses women only in canvassing; that is, to secure 
leads for his men to follow and close. He makes the men 
“closers.” “Generally,” he says, “I find women are all 
right when it comes to talking to women; they can get in, 
get their story over fairly well, but they can’t close. They 
are not gifted with sufficient force to get action—the signa- 
ture on the dotted line. So I pay them on a basis of the 
number of leads turned in, and a percentage upon all sales 
closed by the men. They work in harmony with the sales- 
men, and for very little money per week I can keep the 
women out in the residential districts, ringing doorbells, 
and spreading the gospel of my electrical department every- 


where.” 
Even stores that never went outside for business, and 
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still look with disfavor upon the “house-to-house” man or 
woman, are finding it advisable to have some woman on 
their staff who can go out into the home and talk with 
their women gustomers, as one woman to another. They 
make adjustments which otherwise would have resulted in 
lost trade for the store. Many new friends are brought 
in by this means. 

Summing it up, it would appear wise for the merchant 
to study his business, his town, and his competitors, and 
then get the best advice of the manufacturers whose lines 
he handles. Salesmen are hard to get, and harder to keep 
—that is, good ones. The turn-over in large cities is ap- 
palling. But they can be had, and many storekeepers find 
them not in their competitors’ shops, or crews, but in other 
lines of business activity. 

One of the best salesmen with a Middle Western retailer 
was a barber. He started selling washers to his male pros- 
pects when they came in for their trims, and arranged 
appointments for his wife to demonstrate the machine he 
was handling. He soon found that there was more busi- 
ness in washers than barbering. Another live wire with 
a Jersey store was a bank-clerk, who was literally dragged 
out of the bank by a distributor who saw sales possi- 
bilities in the lad. Another was an undertaker. Very 
often the small-town merchant is too close to his community 
to pick a person capable of outside (or inside) selling. And 
more often there is a dearth of such material. In the very 
small places he can do his own selling, and his problem is 
not so great as that of the retailers in the larger center, 
where competition is keen and all sorts of dodges and wiles 
are used to place washers, cleaners, and like appliances in 
the home. But the larger centers, on the other hand, offer 
the largest field for cultivation—and it is a good plan to 
look beyond the straight electrical field for material. 


Get the Electrical Idea 


One thing is certain: just as it is advisable for the store- 
keeper who intends to merchandise electrically to build an 
electrical department, to centralize his electrical wares, and 
organize his methods of selling, so it is necessary for him 
to have someone who knows the electrical story in the home, 
and as the housewife ought to know it. Until he knows 
the purposes and possibilities of electrical energy, the mer- 
chant is not really prepared for this business. 

Never was it so easy for him to learn this enthralling 
story. His lighting company, his own home experiences, 
his investigations of electrical installations and applications 
in his neighborhood, and last but not least, his trade pub- 
lication, all will produce a wealth of information for him, 
which he can apply to his own ends, if he will but seek it. 
But all too often the retailer makes no effort to go beyond 
his own store for this knowledge. Too often he has few, 
if any, electrical appliances in his own home. 

It is regrettable that so many merchants and salesmen 
endeavor to talk washer or cleaner, or even the small appli- 
ance, when their knowledge is limited. 





SELL 
AFTER 
DARK 


ODERN lighting 
makes windows sell. 
No attendance necessary. 
No waste. I am a Tork 
Clock. I turn electric 
lights on and off regularly. 
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Send for free copy of my 
Tork Manual, which tells 
how to figure va/ue of your 
windows and how to use it. 


TORK COMPANY 
8 West 40th Street, N.Y. 


e 





















} 


pa oe, 
FOR RADIO 
HE DepeNDABL 
' 
Q 





4; 
% 
£ 


RED SEALS 
sure put the joy i 


in 
RADIO 


MANHATTAN ELECTRICAL SUPPLY CO,,INC, 
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The full color, Red Seal 
Window Display for April. 


Humor and Human Interest 


om will find them both in many of 
the displays in. the Red Seal Window 


Display Service. 

They are all real—appealing! They 
make batteries interesting. 

Merchants all over the country will 
use the display reproduced above to speed 
up Red Seal sales during April. 

Each of these monthly mailings con- 
stitutes a good reason why Red Seal deal- 
ers are now displaying batteries in their 
windows—and explains the month-by- 
month increase in volume of sales. 


ANHATTAN 
ELECTRICAL SUPPLY CO. INC. 


NEW YORK CHICAGO ST. LOUIS SAN FRANCISCO 





Also Makers of Red Seal and Manhattan Radio Products 






































L & H Elec- 
trics Time Control. 
No winding necessary 
—absolutely accurate. 
Automatic. 






L & H Electrics Heater. Un- 
usual design and finish—an un- 


| usual sales item. 





L & H Electrics Table Stove. 
All aluminum = construction— 
always bright and easy to keep 
clean—nothing to tarnish. 
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L & H Electrics Turnsit Toaster. 
Automatically reverses toast 


each time door is dropped. 
Draft check insures fast, even 
toast. 


Manufactured by 


A, J ° Lindemann & Hoverson Co. 435-437 Cleveland Ave. Milwaukee, Wis. 
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L & H Electrics Temperature 
Control. Most _§ efficient, 
most accurate. 


L & H Eleetrics 
Ovens are rust- 
proof porcelain 
enameled inside 
and outside, 
round-cornered. 





Increase Your Business 


Through Satisfied Users 


Write Us Today for Details—Know Why L & H Electrical Dealers 
Can Pocket the Sale Profits 


UT “pep” in back of your sales—double your range business—that’s the 


meaning of 


L & H Electrics to your business. 


There is more than beauty in L& H Electrics Ranges that make for such 


a strong sales appeal on your floor. 


It is the substantial construction, un- 


usual design and lasting good service that has brought satisfaction to users 
and that has made L & H Electrics the leading ranges on the market today. 


Some of the features in Model 835 L & H Electrics Range, illustrated above, 


are: 


Full Automatic L & H Electrics Time and Temperature Con- 
trols—efficient, fool-proof and attractive. 
Rust-Proof Construction Throughout—inside and outside of en- 
tire range finished in full porcelain enamel. 
All-Conduit Enclosed Wiring—not an open wire in the entire 


range. 
Rust-Proof Ovens—One-piece, 


porcelain enameled inside and outside. 
Surface Units—Double spiral clover leaf open coil type. 
Removable Switch and Fuse Panels—FEasily accessible. 

High Speed Oven Units—Heavy, steel bridge work frame with 


refractory porcelain insulation. 


seamless and round-cornered— 


Substantial Construction—Cast iron and heavy gauge steel. 


Let us tell you in detail why L & H Electrics Ranges have taken the lead— 
write us today—we will be glad to tell you about other L & H Electrics 
Range Models—why there is less servicing on these ranges—why the profits 


from the range sales are real profits. 
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TRADE MARK 


Ranges and Appliances 


L & H Electrics Ranges L & H Electrics 
L & H Electrics Heaters Irons 

L & H Electrics Turning L & H Electrics 

Toaster L & H Electrics 
Ovens 

C & H Electrics 


Curling 


Waffle Irons 
Testing 


Urn Heaters 


ELECTRICS 


L & H Electrics Irons 
L & H Electrics Hot Plates 
L & H Electrics Heating 


Pads 
L & H Electrics Table Stove 
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but a hit brings in the money. 
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' DeLuxe Line 


Here’s something as attractive as a new bride at a whole lot 
less expense. A DeLuxe Line of curlers, combs, and heating 
pads—the most beautiful appliances you ever saw. First we 
put the highest possible quality into the merchandise. Then 
we surround each piece with the finest setting we could find. 
The curlers and combs with their lovely ivory white or rose- 
wood handles nestle in pebbled gray-green leatherette boxes 
: with variegated deep crimson silk lining. Women will rave 
: over these beautiful packages and buy them for daily use— 
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men will admire them and buy them for gifts. Their appear- : ps 

ance alone will sell them. You can bank on that. Women White Handle Curler and Comb 
think so much of the boxes that they are using them for |in DeLuxe Box, $7.00 
gloves, handkerchiefs, etc. They are proud to have them on 

their dressing tables. irs 7 
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The new Hold-Heet DeLuxe Heating Pad is by far the most 
beautiful pad in existence. It is virgin white eiderdown— 
looks like a clean fall of deep snow. Yet it is peculiarly invit- 
ing. Everyone who sees it wants to adopt one immediately, a 
regardless of price. This product, too, is packed in royal | ree PAD © 
raiment like the -curlers and combs, except that the box is ea SM 
unlined. The pad itself is covered in a specially designed bc GR 
waxed paper container to preserve its immaculate appearance 
while in your store. Of course it has all of the service fea- 
tures of our famous “Old Reliable” pad. Sell? Just show 
this rich looking heating pad to a few of your customers 
and then try to stop them from buying! You can’t! We know 
because we have tried it. Nothing can stop the buying urge 
this beautiful pad creates. It’s there men! Make no mistake 
about that. 
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This ls Your Opportunity Beautiful White Pad 
ee ° Aa “i In DeLuxe Box, $10.00 





to make some real money. Quick turnover at a mighty good 
profit is sure to follow a showing of these new Hold-Heet 
DeLuxe numbers. We have made our merchandising tests in 
the hardware field and know. We gave up guessing about 
prospective sales receptions years ago. Take our word for 
it. They will sell and sell and sell! Hold-Heet quality and ee Sa 2 
looks will put the line into “high society”—where the money ES 
congregates. And Hold-Heet’s merit will keep it there. mie Er- Bae 
Your Hold-Heet jobber knows all about the new Hold-Heet Bean A Cg 
DeLuxe Line. Ask him about it. Note his enthusiasm. Then | re 
order—you will do your business a lot of good. 


RUSSELL ELECTRIC CO. “emsnees= 


340 W. Huron St. 
Chicago 
U.S.A. 















The World’s Largest 
Manufacturers of 
Lamp Socket Heating 
Devices 














The caps on Brandes 
lleadsets are of hard 
rubber — not compo- 
sition or imitation. 
They are comforta- 
ble, sanitary and 
they afford most effi- 
cient seating for the 
diaphragm. 
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with every set / 


Most people measure the value of a set by the 
distant stations they can log. A headset gives 
them just about thirty per cent more stations. 
Most people want to listen in without dis- 


turbing others—and without being disturbed. 


They need headsets. 


And—to the dealer—the sale of a Brandes 

headset means much more than a sale. It 

means a customer better satisfied with his set 
whether that set be large or small. 
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Brandes 


The name to know in Radio 

















